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Builders get choice 
of prefab plans 
from lumber dealer 


—see page 52 
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REPLACEMENT 
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® Doubles your profit — you sell a Dexter 
lockset with every LOCKIT 

® Completely covers all holes, scratches and 
unpainted areas 

@ Fits all locksets with 2%” to 25%” roses 

®@ Replaces all mortise locks with escutch- 
eons up to 74” in height 

® Large escutcheons No. 1826 —3%” x 
10” also available 








Catalog No. 1830 


LOCKITS are individually pack- 
aged, 10 to a self-selling carton 


DEXTER LOCK DIVISION 
Dexter Industries, Inc. — Grand Rapids, Mich. 


DEXLOC In Canada: Dext Lock C da lLtd., Galt, O 
n Canada: Dexter Loc anada lLtd., alt, ntario. 
sv DEXTER In Mexico: Dexter Locks, Plata Elegante, S.A. De C.V. 


Monterrey. Dexter locks are also manufactured in Sydney, 
Australia and Milan, Italy. 


BUY DEXTER 





BIG SELECTION NEW PACKAGING a PROMPT SHIPMENT 
MAZE CORRUGATED 


MAZE] STURMGUARD NAILS act 


STRONG STEEL NAILS DOUBLE-DIPPED IN 
MOLTEN RUST-RESISTANT ZINC! 


THERE'S NOTHING LIKE 'EM FOR ROOFING-SIDING-TRIM 


DRIVING STRENGTH ... SLENDER SHANKS TO MINIMIZE SPLITTING . . 
CLEAN THREADS FOR GREATER HOLDING POWER. 


REMEMBER: Maze Stormguards provide the same practical stain-resistant service as aluminum 
++ yet Stormguards cost about 1/3 less per nail, and drive much better. 


AVAILABLE IN COLORS TO MATCH POPULAR SIDINGS 














ASPHALT SHINGLE 
NAILS CEDAR SHAKE SIDING FACE NAILS 


Stock No. R102 Stock No. $235 





ASPHALT SHINGLE 
ANCHOR-SHANK NAILS CEDAR SHAKE ANCHOR-SHANK FACE NAILS 


Tey yy ry) 


Stock No. RI04A Stock No. $235A 





ASPHALT SHINGLE ASBESTOS SIDING ANCHOR-SHANK FACE NAILS MAZE 


SPIRAL-SHANK NAILS 
INTERIOR NAILS 


Stock No. RI04S Stock No. S214A 





CEDAR SHINGLE NAILS INSULATING SIDING NAILS 


Stock No. R112 Stock No. $245 





MOTs TGatkecabwey HARDBOARD SIDING SPIRAL-SHANK NAILS 


Stock No. R1I34S Stock No. $255S 





. CAST LEAD HEAD ANCHOR-SHANK NAILS BOX NAILS FOR TRIM 


! Stock No. 1325 
WOOD SIDING NAILS CASING NAILS FOR TRIM 


OT poses 
Stock No. 7305 


Stock No. $206 


Steck No, RI44A 














WOOD SIDING ANCHOR-SHANK NAILS ANCHOR-SHANK COMMON NAILS FOR TRIM 


Stock No. S206A Stock No. T337A 
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W. H. MAZE COMPANY 


PERU 7, ILLINOIS 


STREET. 
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[ADVERTISEMENTS] 


NEW PRODUCTS 


COMBINATION 
STRAPPING UNIT 


A money-saving 
strapping "pack- 
age’ including 
stretcher, cutter 
and dispenser—at 
a low-cost pack- 
age price, is now 
available. 


Combination 
Kit 00-140 


Circle No. 3 on Handy Cover Card 


PNEUMATIC SEALER 


New effortless double crimp pneumatic sealer 
provides faster, positive sealing action. 


Circle No. 4 on Handy Cover Card 


STRAP CUTTER 


Cuts strap to 2” x 
.050 with less effort 
Legs on lower handle 
provide extra stability 
Long handles give 
greater operator safety. 


Circle No. 5 
on Handy Cover Card 


DIAL-A-BAND 
DISPENSER 
Model 440 


Set the dial 
and press a but- 
ton—new dis- 
penser automat- 
ically feeds and 
cuts exact length 
and number of 
straps needed. 


Circle No. 6 on Handy Cover Card 


Using an A. J. Gerrard Oval steel strapping machine this operator 
tensions, twists and cuts the strapping in one fast operation. 


Stahlman Lumber Company —- 
Cuts strapping costs 50%... 
time by over 12,000 hours! 


“Costs less than half the price of 
other strapping materials. We started using 
A. J. Gerrard Oval steel strapping about 
two years ago, and have found that because 
of the much greater lineal feet per pound 
yield of Oval strapping, we get 50° more 
footage for approximately the same price 
as any other strapping material”, reports 
W. J. McClain of Stahirnan Lumber Co., 
Houston, Texas. 


“Easier to use too! our A. J. Ger- 
rard strapping tool quickly tensions, twists 
and cuts the strapping in one fast operation. 
It’s not only faster, but we've also found 
that we're saving two to three feet of strap- 
ping per package because of less waste.” 


Worth investigating. clip the coupon 
below to your letterhead. Find out how you 
can use Oval steel strapping in your opera- 
tions . . . how you can cut your strapping 
costs in half, 





Oval steel strapping holds this huge load of lumber 
even in this stress position. This dealer finds A. J. Gerrard's 
Oval steel strapping cuts strapping costs 50%, 
FREE NEW 
CATALOG 


“And the manpower we've saved! 
For example, because we now use modern 
strapping and handling techniques, an oper- 
ation that used to take 444 man-hours is 
now a 10-minute job. We figure we're saving 
about 12,480 man-hours per year." 


#6. Clip this ‘ait 
your letterhead 
A.J. GERRARD. si 


414 East Touhy Avenue ° Des Plaines, I!linois 


© SEND DETAIL INFORMATION ON OVAL STEEL STRAPPING. 
C I'M INTERESTED IN A COMPLETE STRAPPING SURVEY OF MY OPERATION. 
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Something To 
Think About. . . 


¢ A member of the building materials in- 
dustry (but not a retailer) relates the fol- 
lowing true story. He went to a lumber- 
yard to buy four 9”x6’8” louver doors; 
one 24”x6’8” louver door and also some 
shutters to go into a kitchen window. 

“They only had the standard 24” door 
and suggested that I go instead to Sears 
Roebuck, which they said carried a larger 
inventory.” he reported. 

The customer told the clerk he pre- 
ferred to buy from a retail lumber dealer. 
The clerk replied that he could order the 
items, but it would be a long delay and 
he still suggested ag to Sears. 

“There’s one thing I'll say about that 
guy,” our prospective buyer said. “He was 
honest.” 

But he also was determined to lose a 
sale. It was a Saturday morning and of 
course the yard was busy. But how many 
$70 sales can a business afford to lose? 


* Most people are aware that there’s a 
trend to bigness in retailing. But it is 
sometimes mistakenly assumed that be- 
cause the big are getting bigger, this 
means that national chain organizations 
are pushing out independents. It just isn’t 
necessarily so. 

For instance, in the retail food field, 
national chains control only 39% of total 
store sales. The independents are growing 
just as fast as the chains. 

The same situation exists in house pre- 
fabrication. While National Homes and 
other big prefabricators with national dis- 
tribution are growing, there is even great- 
er growth among prefab firms who oper- 
ate on a local or regional basis. One 
example is Fairfield Prefabricators, a di- 
vision of the Fairfield (Conn.) Lumber & 
Supply Co., whose story is told in this 
issue. 

In market after market, aggressive in- 
dependent merchants in every retail in- 
dustry are proving fully capable of com- 
peting in every way with national chains. 


WHAT IS “DSC”? This insignia 
above, which you'll see used with many 
articles in A.L., is a symbol for DEAL- 
ER SALES CONTROL. It is one of the 
permanent principles guiding our edi- 
tors. It signifies a progressive manage- 
ment method—controlling the sale— 
which works for the home building re- 
modeling, farm and commercial markets. 

When a dealer controls his sales, he 
performs services for either contractor 
or consumer, assuring adequate profit 
on materials and customer satisfaction. 

DSC can stem from land control, pre- 
fabing, financing, sales of new homes 
or remodeling packages (rather than 
pieces) to builders or consumers by the 
retailer. DSC also means product brands 
and specifications controlled by the deal- 
er. 
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problem, by Art Hood. 
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Log More Sales 


With BROWN’S 


upernceclour 


CLOSET LINING 


Bank up sales and higher profits 

with Brown’s SUPERCEDAR closet lining. 
Tongue and grooved and end matched, 
Brown’s SUPERCEDAR is available 

in five face widths and 4 and 8 foot sealed 
bundles. Brown’s SUPERCEDAR is so 
easy to install . . . your customers can line 
their own closets. Cedar eliminates 
plastering . . . never needs painting. 
Write today for free folder demonstrating 
how to install cedar closet lining. 


George C. Brown & Company, inc. 
Greensboro, North Carolina 


Gentlemen. 
Please send me your folder on Brown's SUPERCEDAR. 


NAME 


SS ADDRESS 


CLOSET LINING cry. STATE 
GREENSBORO, N. C. ‘Finer Products From Cedar Since 1886’ 
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PERSONAL VIEWPOINT 





Changing Working Hours 


Just about every time we mention anything new in the way of business 
hours many indignant letters pour into Chicago. Some question our 
respect for the Sabbath when Sunday is discussed. Others say hours are 
already too long if evening hours are suggested. 

But we're still in a mood to try once again. First of all, it should be 
stressed right off that our remarks do not concern yards now doing 
business pretty much as grandpa did years ago. If anything, possibly 
shorter hours are urged for such firms. 


Rather we are talking about yards moving ahead and exploring new 
ways to transact business more profitably. Let’s take a few examples: 


A dealer beginning to practice a degree of DSC (Dealer Sales Control) 
in home building soon enters a new business world. He may still talk to 
contractors during the day but his true sales of packages are usually 
made with consumers at night or on weekends. Retailers applying DSC 
for home building may have 100% or relatively light control at the 
beginning. As control increases the total number of sales hours may 
actually become less because tedious chasing of contractors is practically 
eliminated. What we have essentially is a change in the pattern of hours 
—more emphasis on evening hours, more sales effort on weekend mer- 
chandising. 


When DSC is applied to remodeling just about the same thing begins 
to happen. It’s a brutal fact of life that most of the remodeling orders 
are written at night in the prospect’s home. Here, we do not make the 
rules. If you are planning to sell remodeling on a package basis, you 
must accept new hours for salesmen. Promotion, estimating—all the 
details of a sound remodeling operation mean little if sales are not 
racked up. 


The weekend drive for business is considered a challenge by com- 
petent remodeling salesmen. There is no moaning over golf games or 
going fishing. The stakes are high. One old-timer we respect never con- 
siders his weekend complete without selling at least eight garage jobs. 


Keeping the showroom open nights or weekends, we feel, is more 
controversial. For one thing, we are convinced that if a yard works 
abnormal hours it should be modified to sell profitably on this basis. A 
short crew of one or two men must operate with essentially self-service 
on most lumber, plywood, millwork and board products. Often a small 
—_. store should be erected in the yard area for servicing basic es- 
sentials, 


The idea of keeping a full-sized store open with a man or two shunting 
back and forth from store to warehouse is really nonsense. We’ve been 
in such stores and it first amuses and then annoys waiting customers. 


Further, abnormal store hours must be based on sound economic 
reasons. Just being hungry for more business isn’t enough! It seems prop- 
er, for example, in a stock yard area with farmers and truckers moving 
about at all hours. Also it makes sense near industrial plants where shifts 
encourage and support odd store hours. 


It seems to us that the same energy directed towards big-ticket sales 
in home building and remodeling will always be more profitable. Further, 
each step towards more package selling builds profit security for the 
dealer looking ahead. 


We are concerned with excessive productivity capacity in this indus- 
try. The people getting hurt are those still obsessed with buying and 
neat warehousing. The only true solution for our distribution problem 
is more sales—a 10 to 15% increase in volume every year for the next 
five years. 

Just a year ago this magazine introduced its long-range DSC (Dealer 
Sales Control) campaign. We do not regret this decision because it is 
coming to be accepted as a basic goal by most thinking dealers. We like 
the idea of being part of your team. 


Gordon J. Lawler 





NEW 
DEVELOPMENTS 


American Lumberman, May 9, 1960 


FALLING STARTS and easier money dominated the housing picture as we went 
to press this week. The March contract figures on home building from 
F. W. Dodge were especially rough. Residential was down 16% in dollar 
volume and 19% on dwelling units. 


Savings pouring into S&L's and other financial institutions is 
definitely making money more plentiful. The U. S. Savings & Loan 
League reported a 13% rise in savings during the first quarter. The 
League said they did not anticipate any “important drop in the mortgage 
interest rate in the months ahead." They said a lower dividend rate 

to savers had to come first. 














REACTING TO SLOW STARTS the House rammed through the controversial $1 bil- 
lion Rains housing bill by a vote of 214 to 163. Similar approval 
is expected in the Senate but a White House veto seems certain. Only 
the most optimistic boosters for the bill believe they can over-ride 
the President's veto. 
Main feature of the bill is the $1 billion fund to be turned over to 
Fanny May who would be authorized to purchase FHA and VA mortgages 
at par. The limit would be $13,500 or $14,500 in high-cost areas. 





EASIER FHA DOWN PAYMENTS could be announced this month. This would climax 
an internal scrap between Norman P. Mason, HHFA head and Julian Zim- 
merman of FHA. Mason wanted faster action on reduced FHA terms to 
head off the Rain's bill now being considered in Congress. He found 
Zimmerman had a mind of his own. As one aide remarked "they are still 
speaking, but in very loud voices." 


The grade-marking fuss is still another area which raised Mason- 
Zimmerman tempers. FHA says "the reaction has been generally favor- 
able" but the cries of big builders has reached high levels. Martin 
Bartling, NAHB president, has been outspoken, is out for Zimmerman's 
Scalp. (See grade-marking story in "Headlines at Press Time"). 








THE SECONDARY BOYCOTT bill (H.R. 9070) has cleared the House Education and 
Labor Committee by a strong 20 to 5 vote. This bill, which legalizes 
secondary boycotts at the construction site, now goes to the House 
Rules Committee. Favorable action is anticipated here and it will soon 
be before the full House. 


Chances for passing this restrictive legislation looks very good 
unless more opposition materializes soon. NRLDA is expected to have 
a witness soon on the stand. Formica this week became the first man- 
ufacturer to fully publicize their opposition to H.R. 9070. The 
firm's president, D. S. O'Conor, Jr., stressed how it would lead to 
restrictive practices on prefabricated components. 





THE McCRACKEN MODULAR SYSTEM for packaging and handling lumber from mill 
through dealer to consumer receives a big boost from National Retail 
Lumber Dealers Association, which has just published a pamphlet on 
the system. James V. Wright, materials handling director, NRLDA, 
urges dealers to report their experiences with McCracken shipments. 





BRICKBATS FOR LABOR SECRETARY James P. Mitchell are being tossed by con- 
tractors handling government building. Speaking in support of a 
tighter Davis-Bacon law, Mitchell bragged "there were 274 black list- 
ings for 1953 in my term of office, only four between 1935-1952. 

He berated "“chiseling employers." 
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“Quality Brands Like These ee) 
Are Bound to Pay Off ’ SISAATION. 
In Satisfied Customers’ <a cae” 


Dealers tell us they feel that way about Sisalkraft 
products because, year after year, they find the sale of 
a Sisalkraft product results not only in a fair profit to 
them, but also in a satisfied customer. Sounds like good 
business to us. We plan to keep it that way. 


SELL THE QUALITY SISALKRAFT LINE 

SISALKRAFT — For concrete curing and protection — general weather 

protection. SISALATION — Reflective insulation and vapor barrier. 

VAPORSTOP — Low cost, rot resistant vapor barrier. SISALITE, 

pepe ass tera Menagerie — A complete line of flexible and AMERICAN Sli SALKRAFT COR PORATION 
semi-rigid plastic films. COPPER ARMORED SISALKRAFT : “i s . 

— For concealed flashing and waterproofing. MOISTOP — Polyethylene pare oh Ped idieaetinast ae on Po ne. . 

and reinforced paper — a permanent vapor barrier. . ” 


reinforced paper, foil and plastics for construction, industrial packaging and agriculture 
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The “/12-PACK” in both 


quarts and pints, means smaller 


inventory, faster VW. \ \\ ie 
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QUALITY SALES AIDS 


at no cost to you. &, KX. 
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Guaranteed to meet all 


FEDERAL SPECIFICATIONS. 
100% PURE 


Raw Linseed Oil... best 
where Raw is required. 
A must when prescribed 
by veterinarians. 














points 
to profitable 
linseed oil 


*Let Bob Andler, 
Trade Sales Manager, 
fill YOU in 

on all the details. 


‘NEW PACKAGE 


2% design PLUS reverse color 
» scheme gives you better 
, shelf appearance, easier 
~ tdentification. 


Available in refinery sealed containers 
5 gal., 1 gal., quarts and pints. 


Spencer Kellogg and Sons, Inc. 
Dept.AlL 5,Buffalo 5, New York. 


Please send me Spencer Kellogg sales aids plus 
information on your complete merchandising program 
to increase linseed oil sales. 


NATIONWIDE 
DISTRIBUTION 


wherever you are. 


Name___ 


Address 





City = _State__ 
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@ Reflect more than 70% of radiant heat! @ Reduce under-roof temperatures 15°! 


Here’s a big new sales opportunity for you! New 
Barrett Asphalt Aluminum Roof Coatings. Sell 
them as the best way to protect roofs against all 
kinds of weather and temperature, rust and cor- 
rosion. Tests show they become even brighter 
with the passage of time! 

These new coatings reflect better than 70 per- 
cent of radiant heat that hits the roof. Keep 


DISTRICT SALES OFFICES: BIRMINGHAM 14, Ala.- 1327 Erie St; 
CHARLOTTE, N. C.-1125 East Morehead St.; CHICAGO 54, Ill- 
Merchandise Mart; CLEVELAND 15, Ohio-3121 Euclid Ave.; 
HOUSTON 11, Texas - 323 South 67th St.; MALDEN 48, Mass.- 
378 Commercial St.; NEW YORK 16, N. Y.-261 Madison Ave.; 
PHILADELPHIA 46, Pa.~ 36th and Grays Ferry Ave.; ST. PAUL, 
MINN.-764 Vandalia St. 
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BARRETT DIVISION 


40 Rector Street, New York 6, N. Y. 


upper rooms as much as 10 to 15 degrees cooler 
on a 90 degree day. In winter, tend to cut down 
radiated heat lost through the roof. 

Barrett Aluminum Roof Coatings reflect heat 
best because they have the highest concentration 
of aluminum pigment. Call your Barrett repre- 
sentative for more information about this leader 
in the new front line of protective coatings. 


llied 


hemical 
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Look for the. 
Silver Band* 


% THE NAME ORANGEBURG AND THE SILVER BAND ARE REGISTERED TRADE-MARKS OF THE 


Orangeburg's the Brand in Demand! Tee 
For more sales and more satisfied customers it pays to handle ie oie 
genuine Orangeburg. Consistently backed by the biggest 
campaigns behind any brand of pipe, Orangeburg is the ts 


name your customers know and ask for. They know it meets 

modern building standards. Means speedy, low-cost installa- Exclusive Orangeburg 
tion and long-life in the bargain. Make sure you cash-in with Fittings featuring Taper- 
genuine Orangeburg. Write Dept. AL-50 for Circular SA-44 weld Joints simplify the 


showing free Signs and Sales Aids. Orangeburg LIFE installation. 
Manufacturing Co., Orangeburg, N. Y. 


s*“~. ORANGEBURG MANUFACTURING CO 
FLINTKOTE Division of The Flintkote Company, Manufacturer r 
a 4 of America’s Broadest Line of Building Products 
Root-Proof Pipe and Fittings 
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OW 
to make a 
roll of fence 


We do it by dipping each roll of fence into a vat of red paint. 
The fence comes out shouting “RED BRAND®:’ Everyone sees 
the top red wire; everyone knows it identifies RED BRAND. 


Any roll of fence woven with the skill of Keystone craftsmen 
has the urge to shout. It wants to tell users it’s made of the 
finest wire and Galvannealed® for longer service. 


No matter where you display or store RED BRAND, your 
customers know at a glance you seli the best. That’s because 
RED BRAND is the best advertised fence on the market. 
We’re constantly telling your customers why Keystone is the 
best: in leading farm magazines, on radio and television. The 
red top wire is their warranty. 

No wonder RED BRAND is preferred by more farmers in 
leading stock and grain raising counties than any other brand 
... in some cases it’s the favorite by more than 5 to 1. 


You'll find the same strong preference for the barbed wire 
with the bright red barbs. And the steel posts with the red at 


the top... RED TOP® The only fence line that 


Ask yourself the question. Why sell less when you can sell 


more of the best? One trial of RED BRAND will convince you. bd 
sells on sight 


KEYSTONE STEEL & WIRE COMPANY 


Peoria 7, lilinois 
Red Brand Fence « Red Brand Barbed Wire « Red Top Steel Posts ° Nails 
Baler Wire « Non-Climbable Fence « Keyline® Poultry Netting « Gates 
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One of Chicago’s oldest # 
how Insulite helps 





New Insulite Ceiling Tile display helps Bill uses a consistent advertising program in local 
Embree demonstrate and sell to contractors and newspapers—supported by the Insulite national 
do-it-yourselfers. This progressive lumber dealer advertising and direct mail programs. - 
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Lumber Dealers tells 
build his business 


“Quality, service—and customer demand— keep me 
sold On Insulite”’. 22 Says Bill Embree, Vice President of Rittenhouse 


€¢T like doing business with the Insulite 

people,” says this third generation Chi- 
cago lumber dealer; “‘but more than that, my 
customers have come to expect Insulite quality, 
Insulite service . . . so it’s just good business for 
me to give them what they want. 


**The Insulite wholesaler and field represent- 
ative give me on-the-spot service and help,” 
Mr. Embree continued; “they hold meetings 
with my contractor customers and make calls 
on builders. The Insulite national advertising 
helps pre-sell my customers, too. And, finally, 
Insulite quality means no costly callbacks, no 


and Embree, Chicago, Illinois 


troublesome product problems, no headaches.” 


More and more progressive lumber dealers 
are finding out that Insulite product acceptance 
is the key to increased sales, repeat business. 
Their builder customers quickly learn that 
Insulite Sheathing has extra strength, saves on- 
the-job labor. And dealers find that Insulite 
products are easy to handle, fast-turning, with 
a minimum of waste, breakage, returns. 


Want more facts on building your busi- 
ness with Insulite? Write directly to Insulite, 
Minneapolis 2, Minnesota. 


sells easy...sells fast...stays sold 


INSULITE 


INSULITE, made of hardy Northern wood 
Insulite Division of Minnesota and Ontario Paper Company, Minneapolis, Minnesota 


Modern showrooms pro- 
vide setting for a wide line 
of products: ceiling tile, 
paneling, other related 
building materials. 
Rittenhouse and Embree 
handle Insulite Sheathing 
exclusively, also sell Insulite 
Ceiling Tileboard and 
Smoothlite interior board. 
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Extra weatherability of Insulite Sheathing means that 
Rittenhouse and Embree can stockpile it outdoors to 
save valuable space, to expedite order filling. Insulite 
Sheathing is extra strong, too. . . takes rough handling 
without breakage. 





These tools help RUBEROID dealers 
build... floor tile business 


Ruberoid’s do-it-yourself floor tile kit is only one 
of many, many valuable selling aids that help 
you cash in on today’s rich do-it-yourself market. 

You get window displays, counter displays, and 
ad mats, designed to make you headquarters for 
do-it-yourself floor tile. National magazine ads 
tell the do-it-yourself prospect to come to you. 


Of course, Ruberoid’s superior quality is the most 
powerful sales tool a dealer could have. Get your 
share of the big do-it-yourself profits. See your 
Ruberoid distributor or sirens ' 
write The RUBEROID 
Co., 500 Fifth Ave., 
New York 36, N.Y. 





RUBEROID } 
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ACROSS-THE-BOARD AD CAMPAIGNS 
GET TO ALL YOUR PROSPECTS 





DO-IT-YOURSELFERS, INSTALLED FLOOR CUSTOMERS, 
DECORATORS, BUILDERS—ALL ARE BEING SOLD BY 
ARMSTRONG ADVERTISING. 


Armstrong advertising is so big it covers your entire mar- 
ket. Alternate Wednesday evenings on Armstrong Circle 
Theatre, do-it-yourselfers are shown how easy it is to install 
their own Excelon Tile floors. Campaigns to attract home 
buyers and remodelers run in 15 leading home service and 
general magazines—The Saturday Evening Post, Better 
Homes and Gardens, Reader’s Digest, Sunset, and eleven 
more. And there are specialized ad campaigns in eleven 
magazines read by architects, designers, and home builders. 


Armstrong Circle Theatre, a favorite with TV viewers 
for the last eleven years, attracts 20,000,000 viewers. 


National ads like these—in full color—will appear in 
15 leading consumer magazines and will help you sell. 





4 NEW TV SHOWS . . . 73% MORE CIRCULATION 
FOR ARMSTRONG MAGAZINE ADS IN 1960. 


Armstrong advertising for 1960 is reaching more people, 
more frequently than ever before. Eight new magazines 
have been added to the consumer magazine schedule. This 
means that 73% more people will see effective ads for Arm- 
strong floors than in 1959. Art Linkletter’s House Party, 
Edge of Night, Love of Life, and I Love Lucy will be pro- 
moting Vinyl Accolon—fast-selling roto-viny] floor covering 
—to the big daytime housewife market. 


You sell more floors when you feature 
the best known brand name. 


When you identify your company with Armstrong, the best 


known name in floors, you'll f#d-your customers more re- 
ceptive, your selling a lot easier. Yeax after year, through 
continuous advertising campaigns, constmers learned that 
the Armstrong name means quality. Selling is easier when 
you take advantage of this fact. And when you display this 
nationally famous name, you'll have no’trouble selling at 
profitable markups. The display pictured here is one of the 
many selling aids available from Armstrong. Ask your Arm- 
strong wholesaler to show you merchandising materials best 
suited to the needs of your retail store and your salesmen. 


This Excelon Tile display does a lot of selling in a 
small space. It shows your eight best selling patterns 
plus 3” x3” samples of every color in Excelon. Tile 
cartons are stored in the space under the shelf. Sales 
literature and reprints of Armstrong ads show pros- 
pects how finished job will look. 
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dealer of the month 


GOOD DISPLAY IDEAS 
PAY OFF FOR 
CALCASIEU LUMBER CO. 


Austin, Texas, April 7—The Calcasieu 
Lumber Company here has been sell- 
ing the complete Armstrong flooring 
line for a number of years. Even in 
times when local and national building 
materials sales declined, Calcasieu 
Lumber Company sold floors at full 
markup with no loss in volume. Mr. 
S. W. Poston, manager of the flooring 
department, attributes much of this 
success to eye-catching display ideas 
that made it easy for a customer to 
choose a floor from the wide selection 
offered at Calcasieu Lumber Co. 


Sheet goods 
shown flat on floor 


The bulk of Caleasieu’s business is in 
installed sheet floors. Rolls of sheet 
goods are displayed along the flooring 
department walls so that customers 
can see all the different patterns. When 
a customer has narrowed her choice to 
two or three patterns, Mr. Poston or 
one of his salesmen suggests that she 
could choose more easily if she saw 
the material on the floor. ‘Then a roll is 
brought out, and 15 or 20 feet of the 
material are actually laid flat on the 
floor. If necessary, this is done with 
several rolls until the prospective cus- 
tomer has made her final selection. 

While it means a little more work, 
this display method actually saves 
valuable time. The customer is able to 
make up her mind more quickly. And 
she will be reasonably sure of her 
choice because she has seen how the 
material looks on the floor. 


Tile display lets customer 
“flip” through samples 

To display its large selection of resili- 
ent tile samples, Calcasieu Lumber 
Company has attached a series of 
hinged panels to the wall. A large 
selection of tiles is shown on both 
sides of the panels, placed close to- 
gether, so the customer can flip through 
them like the pages in a book. More 
than one hundred samples are shown. 

This handy display allows for quick 
viewing of the entire stock and easy 
back-and-forth comparisons without 
the help of a salesman. Mr. Poston has 
found that most customers like to 
browse and make tentative selections 
before they desire the help of the 
salesman. And any of the samples can 
be easily removed from the display 
when the customer wants to see how 
the tile looks on the floor. 
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PRODUCT NEWS 


“CENTENNIAL” EXCELON TILE 
WITH DISTINCTIVE 
PEARLESCENT ACCENTS. 


Here’s an exciting new kind of tile that 
has become a best seller almost over- 
night. Centennial made a hit with 
dealers when it was introduced at the 
NAHB Convention and the Winter 
Home Furnishings Markets. Its sales 
volume in every part of the country 
since then has more than justified this 
initial enthusiasm. 

There’s no other vinyl-asbestos tile 
like it. An exclusive Armstrong process 
combines bright metallic glitter, clear 
vinyl chips, and pearlescent accents. 
It's available in six handsome colors. 
Best of all—it is priced to sell, at your 
full markup, for the same as the 
Metallic Series in Excelon. 





Display pieces to help you sell 
“Centennial” Excelon Tile are 
available from your wholesaler. 
Ask him about the “Centennial” 
headquarters’ sign, decal, and 
cong board. 


POWERFUL ADVERTISING 
AND EASE OF INSTALLATION 
MAKE EXCELON THE FAVORITE 
WITH 00-IT-YOURSELFERS. 


The best known name in do-it-yourself 
floors, and the product you will find 
easiest to sell, is Armstrong Excelon 
Tile. Excelon is a favorite with do-it- 
yourselfers for two reasons. First, years 
of advertising in magazines and on TV 
have established Excelon as a quality 
brand name and a leader in new styles 
and designs. (In a recent survey, 
taken by placing questionnaires in car- 
tons of tile, 32% of all those returning 
the questionnaire said they were first 
sold on Excelon because of Armstrong 
advertising. ) 

The second reason for Excelon Tile’s 
popularity is the easy brush-and-scis- 
sors technique that makes it a simple 
matter for any home handyman to in- 
stall a floor he'll be proud of. (In the 
survey mentioned above, almost every 
do-it-yourselfer who sent in the ques- 
tionnaire said he would be glad to in- 
stall another floor.) Good reasons for 
you to stock and promote Excelon. 











PARADE CORLON 
NEW BUDGET- PRICED 
SHEET VINYL FLOOR. 


As its name indicates, Parade Corlon 
is a gay, festive floor styling. The 
brightly colorful confetti and streamer 
patterns make it a great floor value for 
budget-minded homemakers who want 
the newest decorative materials at 
moderate cost. Parade Corlon will give 
long, carefree wear, despite its econ- 


The new Parade Corlon provides 
exciting colors and designs. And 
the price will attract even the 
most budget-minded prospects 
for sheet vinyl floors. 


omy price, because its tough viny] 
composition resists the grinding in of 
dirt and grit. 

It has already proved to be a pop- 
ular style, and with the increasing de- 
mand today for color and interesting 
designs in home decoration, Parade 
Corlon promises to be one of the big 
sellers in the next few months. 


HOW ARMSTRONG CAN HELP SET 
YOU UP IN THE FLOORING BUSINESS. 


It’s easy to start selling resilient floors 
even if you have never been in the 
flooring business. A call to your Arm- 
strong wholesaler can start you off in 
a highly profitable business. Your 
wholesaler can supply the information 
necessary for you to get into the busi- 
ness and can tell you how to make 
fast sales and big profits. He knows 
the best sellers in your area and can 
help you select a line of the colors and 
designs that will move most rapidly. 
He can also provide you with all sorts 
of merchandising helps and promo- 
tional materials. If you desire, he can 
get you free ad-mats, TV scripts, and 
advertising campaigns made to fit 
your needs, specially prepared by ex- 
perts at Armstrong. 

If you don’t know the name of your 
nearest Armstrong wholesaler, just 
write to Armstrong Cork Company, 
Lancaster, Pennsylvania. Or, if you 
prefer, call us, collect. 
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Dealers, plywood industry executives agree there’s.... 


Big Potential in Leisure Home Market 


TACOMA, WASH. 

HAT SOME PEOPLE call cab- 

ins, others call leisure homes. 

Still others refer to these houses as 
second homes. 

But no matter what the term, the 
Douglas Fir Plywood Association is 
convinced that a home away from 
home is in the future for many fami- 
lies. The DFPA wants the retail lum- 
ber dealer to get these sales. 

So lumber dealers and trade maga- 
zine editors were invited to a confer- 
ence here about the second-home 
market. 

John D. Ritchie, advertising director 
of DFPA and his staff explained the 
association’s current promotional ef- 
forts to presell the idea of a second 
home. Blueprints are available for fir 
plywood “Leisure-time” cabins. 

Other DFPA people told why ply- 
wood is ideal for the leisure home. And 


DAVID E. GIBSON III, Gibson Lumber, 
Albuquerque, N. M.—‘‘Our financing 
source gives customers six months to 
build their cabins. If not finished in that 
period, we complete the jobs. Realtors 
sell our leisure homes." 
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dealers were warned that builders and 
prefabricators are already scrambling 
for this market, competing for what 
could be the dealer’s natural province. 

Market facts. In a survey among 
consumers who have ordered DFPA 
cabin blueprints, the association found 
that 70% of those who intend to build 
the cabins already own one home; 12% 
rent a house and 18% rent an apart- 
ment. The survey also revealed: 
¢ 55% said they wanted a cabin for 
leisure-time use; 25% for retirement; 
20% for investment. 

* 70% said they would build their 
cabin themselves. 

* 80% said they'd like to buy the ma- 
terials from a lumber dealer. 

To get into the cabin business, you 
first of all must give the prospect a 
choice of simple, economic second- 
home designs, the conference was told. 
Packages which sell for $1,500 to 


GEORGE STRAWBRIDGE, Homestead 
Supplies Inc., Banning, Calif—'‘'We've 
sold thousands of cabins. We show peo- 
ple how to lease land in government 
tracts such as national forests. We sell 
in their homes.” 


$4,000 for materials are the most pop- 
ular. 

You should build a model cabin for 
display, offer financing, be able to pre- 
cut the package for easy erection, ac- 
cording to DFPA studies. Paneliza- 
tion seems to be the key to success in 
many areas for the cabin market, the 
plywood people said. 

In general, dealers at the conference 
(as well as the editors) agreed that the 
plywood people are traveling in the 
right direction as they pave the road 
to leisure-time and retirement housing, 
although some had reservations about 
calling them “second homes.” Capsule 
comment from the dealers are given 
beneath their pictures on these pages. 

(Watch A. L. & Building Products 
Merchandiser for important articles on 
cabin panelization, to be included in 
A. L.'s exclusive “House & Building 
Fabrication” section.) 


WAYNE WHELAN, Whelan’s Inc., Tope- 
ka, Kans.—'‘We are going to carry our 
panel manufacturing business right over 
into the second-home market. There's 
water in Kansas; we build dams to keep 
what there is.” 
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ALAN HOELTING, Pope & Talbot, Real 
Estate Div., Seattle—‘‘The market needs 
developments with complete recreational 
facilities. Build 20 Lu-Re-Co cabins at 
$4,000 each. Include a dock, put in pic- 
nic tables, tennis and badminton courts. 
Sell each cabin for $9,000, which would 
get $180,000 gross revenue. Total cost 
would run about $122,500." 


IN 


WAYNE MILLS, Mills Lumber Co., Grand 
Rapids, Minn.—'‘'!l think we have an 
obligation to our industry, we dealers 
and trade men, to promote this thing or 
else we will continue to be by-passed 
and by-passed and by-passed.” 


ROBERT ROSENTHAL, Crystal Lake (Ill.) 
Lumber,—''l think the leisure-home type 
of thing offers an opportunity to break 
into direct selling. We've been afraid to 
step on contractors’ toes. But leisure 
homes don't adapt themselves to many 
types of contractors and should afford 
an easy entrance for us in controlled 
packages.” 


THEODORE G. MONK, Square Lumber 
Supply, Bronx, N. Y.—-‘A city lumber 
dealer has a perfect location to sell va- 
cation homes. We deliver up to 120 
miles from the Bronx. (Survey among 
northeast dealers show showed that 29 
of 47 retail yards sold cabins; almost 
all the 29 use newspaper ads for cabin 
sales; half sell complete turnkey jobs.) 


STAN BEATTY, Fife Builders Supply, Fife, 
Wash.—"‘Our sales pitch is that people 
get their prefabed cabin in one day. 
Labor costs to prefab a cabin in a day 
is $35. Our customers are working peo- 
ple. All of our deals have been cash.’ 


HUGH ROBERTSON, Robertson Lumber 
Co., Grand Forks, N.D.—''We build 
cabins at the yard and move them. Then 
we have a $650 package—we sold a 
package a day for a year on that. . . 
exactly 365 of them. The $650 deal ends 
up about $1,000 with extras. We mill 
our Minnesota pine for these and people 
like it. We also prefab." 
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ROBERT CONGLETON, Congleton Lum- 
ber Co., Lexington, Ky—"‘We are not in 
a resort area. But we do have a muddy 
river that runs close by. Practically every 
third driveway has a motor boat parked 
in it during the week. There definitely is 
a potential for this type of promotion. 
It could tie-in with our custom-precutting 
of houses. 


WELDON WALKER, Walker-Kurth Lum- 
ber Co., Houston, Tex.—''We do not do 
any building ourselves. We do not han- 
dle financing for contractors. And yet, 
about 15% of our business already is 
in second homes, through contractors." 


MIKE SYMONS, Hale and Symons, So- 
nora, Calif.—‘‘We have sold cabins 
since 1929. Our average cabin runs 
about 1,200 to 1,500 square feet. We 
get prospects’ names from court house 
records of new land buyers. We pro- 
mote by mail. We give 90 days free 
interest and then start charging 6% a 
year, just like a regular bank loan.” 
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PALCO—over 90 years of leadership built by people, plant, product 





head filer... 


...» Lumber dealer or weekend 
carpenter, everyone who works 
with wood knows well the vital 
importance of keen-cutting, 
finely-adjusted saws to do the 
job quickly and clean. Nowhere 
is this more critical than in 
Pacific's giant mill operations, 
where an entire department is 
charged with keeping our band, 
gang, rotary and chain saws 
properly sharpened and ten- 
sioned for perfect performance. 


Head man in this department at 
Scotia is big, competent Charles 
Langdon, known as “Bevo” to 
his compatriots in the Scotia 
Municipal Band. His practiced 
eye and touch checks every 
filing job before the new blade 
is installed; using the skill and 
experience gained from 28 years 
in this important and exacting 
operation. 


Should you have occasion to 
visit our mills (and we hope 
that you will), you will see this 
high degree of professional com- 
petence and craftsmanship at 
work all through the company. 
In addition to modern methods 
and equipment, it is the basic 
factor in maintaining Pacific’s 
90-year tradition of leadership 
in supplying the finest products 
— Architectural Quality Palco 
Redwood, the industry’s stand- 
ard of comparison. 


PAL C @ 


THE PACIFIC LUMBER COMPANY 


Mills at Scotia, Eureka, and Elk, California 


100 Bush St., San Francisco 4, Calif. 
35 E. Wacker Dr., Chicago 1, Ill. 
2185 Huntington Dr., San Marino 9, Calif. 


Member of California Redwood Association i 
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WAREHOUSE storing 35 
aluminum building products 
is part of new Bush Alumi- 
num Center, Huntington Sta- 
tion, L. |. Three other alumi- 
num centers to be built in 
New York area will be sup- 
plied from this warehouse. 
Left to right: C. G. Bush Jr. 
vice-president, Bush Co.; 
B. P. Moore, Reynolds Met- 
als; Clinton G. Bush, Sr., 
president, Bush Co. and 
James M. Stuart, Reynolds 
Aluminum Sales Co. 


Aluminum Centers to Serve 
Lumber, Materials Dealers 


New York City—Distribution of 
Reynolds aluminum products through 
the retail lumber dealer was given a 
big boost late in April when the Clin- 
ton G. Bush Company’s Aluminum 
Center was opened in Huntington Sta- 
tion, Long Island. The Bush outlet 
will also serve applicators and build- 
ers. 

The first Aluminum Center was 
opened in Detroit last November by 
Erb Restrick Lumber Co. Negotiations 
for other centers across the nation are 
now being made by Reynolds. 

Each Center will stock 35 standard 
aluminum products used in residential 
construction and will assist builders in 
adapting aluminum to home plans. 

The Bush Center will sell prefabed 
aluminum home panels and offer erec- 
tion service for aluminum home com- 
ponents. 

J. C. Neely, director of building 
products marketing for Reynolds, said: 
“The Aluminum Center network will 
insure for the first time that a full line 
of aluminum building products will be 
available through the normal channels 
of supply—the lumberyards.” 

Neely said that market studies con- 
vinced Reynolds Metals that by adding 
aluminum building products, lumber 
and building materials dealers could 
expect a 50% increase in sales volume. 

“We found that through establish- 
ment of Aluminum Centers, builders 
could be provided with a service that 
did not exist before. For all practical 
purposes it is a one-stop shopping cen- 
ter for the aluminum and lumber 
products used in modern homes.” 

The Bush Center on Long Island 
will provide the following services: 

* Warehouse sales. Delivery within a 
radius up to 350 miles. 

¢ Plan service for Bush Homes and 
Lu-Re-Co home lines. Working plans 
for everything from a cottage to a 
castle. 

* Panelization service. A complete 
system of components tailored to 
builders’ own plans or for Lu-Re-Co 
models. 
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* Erection service. Crews for pre- 
engineered homes when required. 

¢ Technical service. Qualified experts 
to give technical assistance on all 
phases of construction using aluminum 
products. 

Lu-Re-Co ads. This month Reynolds’ 
Metals begins national consumer ad- 
vertising for its Independence Homes 
line of Lu-Re-Co homes. 

More than 60 Lu-Re-Co dealers 
have built model homes of the Inde- 
pendence line and will be listed in the 
Reynolds national advertising. 

Some 45,000 aluminum-clad homes 
will be built this year, according to 
Neely of Reynolds Meials. He predict- 
ed that more than a million aluminum- 
clad homes will appear before the end 
of the decade. 

Neely said that his company expects 
a rise in aluminum use from an aver- 
age of 150 pounds per new home in 
1959 to 450 pounds in 1965. 


Opens an Aluminum Products 
Center in Downtown Cleveland 

CLEVELAND, OHnlI0o—Homemakers 
and builders visiting a new serv- 
ice center opened here by Kaiser 
Aluminum & Chemical Corp., Oak- 
land, Calif., are greeted by a huge 
array of high-style exhibits showing 
the many new aluminum products 
available for residential construction. 
W. H. Slemp, manager of Kaiser's 
residential business development, says, 
“The center will serve as an educa- 
tional meeting place for builders, 
home buyers and manufacturers of 
aluminum building products.” 

Prospective home buyers in Cleve- 
land are invited to attend special 
clinics at the center to learn facts they 
should know before purchasing a new 
home. 

A second center will be opened 
later this year in Kansas City. 
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M-D FITS-ALL NO. FS 
Can be adjusted to fit 


all doors from 22” to 


30” wide, and fron 
75” to 55” high. 





| 
M-D FITS-ALL NO. 5 
Fully adjustable for 
nearly all standard size 
screen or metal combi 
nation doors 


M-D FITS-ALL NO. S6 
Very graceful in design 
and is fully adjustable 
on standard size screen 


M-D FITS-ALL NO. 9 

A distinctive grille de- 

signed to fit all standard 

doors and adjustable to 
many others. 


Nationally 
Advertised 


M-D FITS-ALL NO. 8 
Features M-D's patented 
““flower-pot’’ style hold- 
er; for most standard 
size doors. 





M-D FITS-ALL NO. 1 
Accordion-like action of 
this grille permits ex 
pansion to fit all doors 


M-D MESH GRILLE 
Interlaced 
strong protection. For 
32” and 36” doors. 


Nu-WAY SCREEN 
form DOOR GRILLE 
For doors or window 
guards. Fits 30”, 32”, 
36” and 42” doors. 


ORDER TODAY — your 


Sold by all Hardware, 
BUILDERS Lumber and Building order will receive prompt 
Supply Dealers. shipment. 


DEALERS 
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me md cuts 


Do MORE for 
ANY DOOR! 


| 
4 


M-D PUSH M-D PUSH M-D PUSH 
GRILLE NO. 11* GRILLE NO. 23 GRILLE NO. 414 
Made especially for Made especially for 32” Diagonal bars adjust to 
storm doors. Available of 36” combination door width. In 2, 3 or 
for 32” or 36” door.12” doors. Approximately 4 bar styles for 32” or 

high. *Iinitial Optional. 23” high 36” doors. 


NO). 


M-D PUSH GRILLE NO. 4 
A graceful and very inexpensive M-D PUSH GRILLE NO. 6 
push grille. 4° high for 32” or For aluminum or wood doors. 6” 
36” doors high for 21”, 23” and 27” insert 
panels and for regular 32” or 
36” doors. 
M-D PUSH on 
GRILLE V, 
NO. 15-42 ‘ 
An elegant addi- 
tion to any com 
bination door. 
16” high for 42” 
doors. 


M-D PUSH GRILLE NO. 15* 
Graceful addition to any combination 
door; wood or metal. 16” high for either 
32”, 36” or 42” doors. *Initial Optional 
M-D PUSH GRILLE NO. 18 M-D PUSH GRILLE NO. 12 
Made especially for combination A handsome grille made especially 
doors, 16%” high for 21”, 23” for storm doors. Available for 32” Nationally Advertised in 17 leading Consumer Magazines! 
and 27” insert panels and for or 36” doors. Grille is approx. 
regular 32” or 36” doors. 12” high. 


MANUFACTURERS OF QUALITY BUILDING PRODUCTS 
= @ 80X 1197 © OKLAHOMA CITY, OKLAHOMA 
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Distributor Bildisco Stages 
Fashion Show for 300 Dealers 


High-profit aluminum specialties draw record crowd for novel 
evening meeting tied to products for spring selling season. 


“What does spring mean to us be- 
sides balmy days, beautiful flowers, 
birds chirping and beautiful girls in 
the latest spring fashions? I'll tell you 
what it should mean—it should say, 
‘Wake up with Mother Nature—the 
long dismal winter is over—wake up 
for profits—now is the time to sell 
building specialties.’ ” 

This was Ed Lewis’ introduction to 
Bildisco’s third annual dealer meeting 
attended by nearly 500, including 
about 300 retailers, served by the 
Elizabeth, N.J. wholesaler. Lewis is 
office manager of the firm. 

Theme for the meeting was “Bild- 
isco’s Spring Fashions for 1960,” with 
attractive models introducing and 
demonstrating specialty products. Re- 
tailers, often exposed to rather dry 
meetings on merchandise, approved 
Bildisco’s light and humorous product 
presentations. 

Art Gershon, sales manager for 
Bildisco turned serious, however, in 
discussing the marketing problems fac- 
ing building materials dealers. 

“With prefabricated homes account- 
ing for 12% of housing starts in 1959 
and much more expected in ’60, 
forces are at work to make the role of 
the independent building materials 
dealer in new construction smaller, 
rather than larger,” Gershon com- 
mented. 

“It is vital that we recognize the 
shift in emphasis and prepare to 
meet it. Your sales in modernization 
have become an increasingly impor- 
tant part of your business. Our goal 
is to broaden your horizon by helping 


WOOD-A-LUME windows were a lively topic for, left to right, 
John Sare, A. K. Leuckel & Co., Walter Sales, Bildisco and 
George R. Frost, Jr., Haverstraw Lumber & Supply Co. 
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you sell quality aluminum special- 
ties,” he concluded. 

Bildisco, in business just seven 
years, is now finding building mate- 
rials dealers increasingly receptive to 
aluminum specialties, according to 
Gershon. “It’s been a tough struggle 
but sales are now growing each 
month.” 

Setting for Bildisco’s evening meet- 
ing was the ballroom of the Essex 
House at Newark. Displays of 10 
manufacturers were grouped around 
the room and manned by representa- 
tives of producers or Bildisco. All mer- 
chandise was priced and many orders 
were written on the spot. 

Manufacturers also promoted their 
newest dealer displays and, again, 
these were also price tagged. A spe- 
cial price was made dealers wishing 
to purchase a complete set of all dis- 
plays. 

Hit of the show was a compact 
“Aluminum Window Center for 
1960,” displaying a Universal and a 
Crossly window in just four feet of 
space. The unit was priced at $50 on 
60-day dating. 

The show began immediately after 
dinner. With Ed Lewis as the master of 
ceremonies, professional models al- 
ternated with Bildisco men “models” 
dressed to satire the authentic fash- 
ions shown. The pattern was simple. 
Ed described the costume worn by 
the model on the stage. As this con- 
cluded, the model then walked to the 
product and Lewis described its sell- 
ing features. A similar technique was 

(continued on page 72) 


BEAUTY was provided by Miss New Jer- 
sey, Beverly Domareki. On her left is 
Art Gershon, Bildisco sales manager, 
right, Ed Lewis, the firm's office man- 
ager. 


DARYL PRODUCTS’ representative, Al- 
bert Miller, right, talks to two customers. 


TOUCH-O-MATIC jalousies, which open at the press of a but- 
ton, were viewed, left to right, by Harry A. Schmidt, general 
sales manager of the firm making the window, John Williams, 
Southern Wholesale, Inc. and Tony Burdi, Bildisco. 
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Martin Dwyer Roy Hutchinson 


Exposition Management Changes 

Martin C. Dwyer resigned last 
month as director of the National Re- 
tail Lumber Dealers Exposition. He 
has accepted a position with Clapp 
and Poliak, trade show management 
firm. 

Roy L. Hutchinson, of the North- 
eastern Lumbermens Association has 
been appointed to succeed Dwyer in 
the Exposition post. Hutchinson began 
his work with Northeastern in 1951 
as a field secretary. In 1954 he became 
executive assistant, which included 
supervision of the annual Northeast- 
ern convention and manager of the 
Lumber Co-operator. 

In announcing Hutchinson's ap- 
pointment, NRLDA president Paul V. 
DeVille said that “association officers 
and directors establish the basic poli- 
cies of the annual Exposition.” The 
director's primary duty, he said, will be 
to coordinate and execute the policies 
of these groups. 

Dwyer had been Exposition director 
since the second annual national show 
in 1955. Members of his Exposition 
staff resigned along with Dwyer. A 
new staff is being appointed immediate- 
ly, it was reported. 


Edward Smith E. O. Ingvalson 


Lampland Lumber Changes 

St. PauL, MINN.—Announcement 
of expansion plans and appointment of 
a new president and vice-president 
have been made by Arthur O. Lamp- 
land, board chairman of Lampland 
Lumber Co. 

Edward U. Smith, 33, is the new 
president and general manager. Smith 
has had 14 years experience in whole- 
sale and retail lumber operations in the 
midwest including seven years as man- 
ager of the wholesale division of the 


Minnesota branch of Johnson Cash- 
way Lumber Co. E. O. Ingvalson, 55, 
who started with the organization as a 
truck driver in 1931, has been named 
vice-president. 

Expansion plans for 1960 for the 
36-year-old firm include: seeking a 
wider market area; offering new con- 
tractor finance plans for lumber and 
millwork to contractors in St. Paul 
area; expansion of firm’s millwork de- 
partment; increasing the number of 
items carried in inventory for more 
service to the building and industrial 
trade. 


* American Forest Products Corp., 
San Francisco, announces the election 
of two new vice-presidents: Howard 
W. Blagen and Vernon C. Gardner. 
The entire output of the firm’s 11 saw- 
mills and several remanufacturing 
plants is merchandised through its San 
Francisco lumber sales _ subsidiary, 
Tarter, Webster & Johnson, Inc. 


George W. Green Howell H. Howard 
¢ Hyster Co., Portland, Ore., an- 
nounces the appointment of George 
W. Green as advertising and sales pro- 
motion manager. 


* Howell H. Howard, grandson of 
Edward Hines, founder of the Edward 
Hines Lumber Co. of Chicago, has 
been elected executive vice-president 
and director of the company. He suc- 
ceeds James G. Badger, who is retir- 
ing, but will remain on the board of 
directors. 


¢ Jack B. Trussel has been named sales 
manager of Mobilift Co., new materials 
handling div. of Minneapolis-Moline 
Co., Hopkins, Minn. 


¢ Robert L. Sorrels has been appointed 
marketing manager of insulating and 
other siding products of the Bestwall 
Certain-teed Sales Corp., Ardmore, 
Penna. 


* Crawford Door Co., Detroit, an- 
nounces the appointment of Warren G. 
Messer as general sales manager. 


* The promotion of Ralph E. Frank to 
the newly created position of general 
products manager of the National 
Gypsum Co., Buffalo, N. Y., is an- 
nounced. 


* Scott Lumber Co., Inc., Burney, 
Calif., has named J. J. Allegretti as 
director of its newly established special 
products div. He was formerly manager 
of products development and market 
research of the Masonite Corp. 
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products of Ogf ph 


NEW AUTOMATIC 
QUTDOOR LANTERN 
AND POST CONTROL 


Two, three or a small galaxy of outdoor 
lights come magically alight at dark, turn 
off at dawn. Built-in time delay avoids on- 
off flicker from car headlights. Satin 
aluminum standard exterior face plate, 
weatherproof gasket. 300W Capacity 


CAST ALUMINUM COMPANIONS 


Antique hammered aluminum captures the 
robust and sedate spirit of a by-gone age in 
three “‘perfect companions” that could not 
be more modern in design and manufacture 
—matching post lantern, doorway light and 
outdoor wall lantern. Pebbled glass 


ACCESSORY WITH PHOTOELECTRIC 
CONTROL ACTIVATES POST LANTERN 


The Progress Nite-Guard will fit any 3” post. 
A photoelectric cell automatically turns the 
post lantern on at dusk and off at dawn. An 
exclusive control allows adjustment of on-off 
light levels. Simple to install, Nite-Guard 
offers homeowners protection and safety 


PROGRESS MANUFACTURING CO., INC. 
Dept. AL-5, Philadelphia 34, Pa. 
Please send me complete information on 
{_} Outdoor Control {| Aluminum Companions 


Nome _ enable’ Seabees 


Nite Guard 


Compony_ 


Address __ 
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“It was easy,” 


writes winner Francis N. Smith, Manager 
of F. N. Smith & Son, Pontiac, Illinois. 
Mr. Smith won the first round in the IBI 
Package Salesman Contest with a farm 
house remodeling sale report. He is now 
eligible for the $2500 grand prize. 





PACKAGE SALESMAN 
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You can win *3,000 


Just tell us about your 
best package sale! 


2ND AND 3RD ROUNDS COMING UP... 
IN THE BIG IBI 
package salesman contest 


Made a great package sale? Just tell us about it, 
as first round winner Francis N. Smith did, and 
you may win $500. You may even win the $2,500 
grand prize for a total of $3,000 in cash. It’s easy 
money. It can be yours to spend as you please. 
Just enter a blow-by-blow description of your 
most satisfying package sale in this free contest 
sponsored by INSULATION BOARD INSTI- 
TUTE. Possibly it was a package sale for an 
added bedroom or basement recreation room. 
Maybe you sold the customer up to a maximum 
order, or sold a package in the face of cut-price 
competition. Maybe you discovered a new formula 
in package selling that led to more sales. What- 
ever your selling exploit is, if it shows sales 
initiative, originality and includes one or more 
insulation board products, it’s eligible to be one 
of the winners. 


Sond your entry today 


2 MORE OPPORTUNITIES TO WIN CASH 
THIS YEAR! You can win one of eight cash 
prizes that will be awarded two more times this 
year. Best of the three first prize winners takes 
the $2,500 grand prize. Winners will be announced 
in the new IBI magazine, PACKAGE SALES- 
MAN, which will appear in the July and October 
issues of AMERICAN LUMBERMAN. Actu- 
ally, PACKAGE SALESMAN is a magazine 
within a magazine, designed to pass along prize- 
winning selling methods to building materials 
sales people. 


ENTER ANY PACKAGE SALE THAT IN- 
CLUDES ONE OF THESE INSULATION 
BOARD PRODUCTS: Ceiling Tile (standard or 
acoustical); Insulating Roof Deck; Building Board; 
Sheathing; Shingle (or Shake) Backer; Plank. 


All entries win a complimentary Parker ‘‘Order 
Jotter” Pen. Send in your package sale story 
today to: PACKAGE SALESMAN, Box 
5905, Chicago 80, Illinois. 


INSTITUTE 


‘Soe 


BY THE INSULATION BOARD 
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FHA Rejects Appeal To Delay 
Lumber Grade-Marking Rule 


Dealers expect cleaner competition, but more of it. Northeast- 
ern Association urges grade-marking for all residential lumber. 


WASHINGTON, D. C.—Protests from 
scattered building materials dealers 
and builders over the new FHA lum- 
ber grade marking ruling have been 
rejected, 

FHA’s only concession, announced 
recently in a letter to their field of- 
fices, is permission to use ungraded 
lumber in FHA-inspected homes on 
which commitments were issued prior 
to April 1 rather than January 26, 
the original deadline. 

However, one important rider is 
attached to this concession: the build- 
er must request the use of ungraded 
lumber. FHA said the amended rul- 
ing was made to spur the residential 
building program during the first half 
of 1960. 

Under the new grade-marking rul- 
ing, all boards and framing lumber 
used in housing with FHA-insured 
mortgages must bear the grademark 
of an association or independent in- 
spection agency qualified to grade- 
mark. Grade marking had been re- 
quired for several years from 12 to 
75 FHA regional field offices. 

Retailers protest. Among the recent 
protests was one from Samuel Easton, 
a Canonsburg, Penna. dealer and 
president of the Building Suppliers and 
Sub-Contractors Association of Penn- 
sylvania. 

In his letter to FHA, Easton claimed 
his association represents 15,000 
members. He said the new ruling will 
bankrupt many of his members who 
made lumber purchases before the 
FHA announced its ruling. 

FHA’s official stand in protests 
similar to Easton’s has been that the 
agency checked with responsible 
building materials dealers before an- 
nouncing the requirement last fall. 
Dealers agreed that the April 1 dead- 
line gave sufficient time to make any 
necessary adjustments and experience 
has proven them correct, says FHA. 

Furthermore, FHA points out that 
only about 25% of all housing starts 
depend on FHA mortgage guaran- 
tees, leaving an ample market for all 
ungraded stocks. FHA estimates that 
grade-marking costs a maximum of 
$1.50 per 1,000 board feet, a rate that 
would add about $15 to the cost of a 
10,000 board foot structure. 

Some confusion. A sampling of 
opinion by this magazine indicates 
some dealers are worried and con- 
fused about FHA’s dryness specifi- 
cations. John Bacon, San Bruno Lum- 
ber Co., San Francisco, declared: 

“If the rules are enforced, we'll be 
in for real trouble because there just 
isn’t enough kiln capacity in this area 
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to do the job. Most dealers here air- 
dry their lumber and this has al- 
ways been satisfactory to FHA in the 
past.” 

Four Kansas City dealers polled are 
buying air-dried stock to meet re- 
quirements. None felt the drying 
method or degree of dryness had 
much to do with the regulation. They 
interpreted it to involve soundness, 
knots per foot, etc. 

One Cincinnati dealer is converting 
to kiln-dried lumber and another is 
buying 25% kiln-dried, the remainder 
air-dried. One New Jersey dealer 
buys air-dried lumber already and 
doesn’t plan to install a kiln while 
two others reported buying only air- 
dried lumber. 

Glenwood Builders Supply, Deca- 
tur, Ga., said they would use their 
moisture meter “more diligently and 
carefully” to check incoming ship- 
ments to make sure moisture content 
does not exceed 19%. Manager W. H. 
Weatherford expressed the hope that 
FHA “would reduce, if not eliminate, 
the inconsistency of FHA personnel 
in interpreting the new grade-mark- 
ing regulations.” 

A Dallas dealer said his firm buys 
kiln-dried lumber only in yellow pine. 
“Fir will usually be sufficiently dry to 
meet the moisture-content minimum 
by the time it meets inspection,” com- 
mented Homer DeFord, manager, 
Lyon-Gray Lumber Co. 

End mill run No. 3? Some dealers 
queried thought the ruling would 
spell the end of mill run No. 3 lumber. 

“We have never carried anything 
but grade-marked lumber so this reg- 
ulation won't affect us,” said Robert 
Compton, co-owner of Compton 
Lumber Co., Seattle. “It will hurt 
the builders buying from small ‘gypo’ 


: Pe hae 
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YOU CAN ROLL ONLY SEVEN OR 
ELEVEN on special dice sent in direct- 
mail piece by Simpson Logging Co., 
Portland, Oreg. The dice help promote 
Simpson's new Seven-Eleven ceiling 
height door. 





mill operators. And this is a good 
thing because it will eliminate mill 
run No. 3, which builders have been 
using for No. 2 and better.” 

O. F. Wilcox, manager of Seattle’s 
Seahurst Lumber Co., agreed on this 
point. 

“I think this regulation, which will 
eliminate mill run No. 3 lumber, is a 
good thing. It won’t affect prices in 
most lumberyards because most of 
them only stock grade-marked lum- 
ber now, but it will hit the builders 
using economy and utility grades.” 

Most Kansas City dealers switched 
to grade-marked lumber exclusively 
after FHA announced its require- 
ment. Bob Barry, Jack Jones Lumber 
Co., pointed out that “even though 
only about 20% of our sales involve 
FHA jobs, we don’t plan to stock 
two inventories, so we are changing 
over completely.” Three other dealers 
in that area plan to carry only one 
inventory. 

Substandard building. Dealers dis- 





Swim Pool Prizes for Dealers, Consumers 


New YorK—A nationwide $200,- 
000 Sweepstakes contest by Barclay 
Manufacturing Co., to run from May 
14 through July 2, is keyed to stimu- 
late store traffic for dealers of the 
firm’s plasticoated hardboard and re- 
inforced fiberglass. 

To be eligible for any of the 457 
prizes in the consumer category (with 
a grand prize of a $7,000 Buster 
Crabbe swimming pool) all a person 
need do is visit one of Barclay’s deal- 
ers and ask, “How can I improve my 
home with Barclay and Barclite prod- 
ucts?” This will earr: the consumer his 
entry blank and provide the dealer 


with the opportunity to “sell.” 

Prizes to dealers will include a $5,- 
000 pool, followed by more than 100 
others. 

A promotion kit on the contest is 
available to dealers. Consumer ads will 
run in the Saturday Evening Post and 
The American Weekly and Good 
Housekeeping. 

The nationwide promotion is based 
on a test contest conducted in New 
Jersey by the firm last year. Partici- 
pating dealers had a 30% increase 
in sales of Barclay products during 
that contest, according to the manu- 
facturer. 
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IMPORTANT NEWS ABOUT 
DOUGLAS FIR FRAMING — 


WESTERN PINE REGION MILLS ANNOUNCE CHANGE 
IN GRADING OF FRAMING LUMBER TO PROVIDE 
GRADE STANDARDIZATION FOR BUILDING TRADES 
..» ARCHITECTS, BUILDERS, WHOLESALERS, 
RETAIL LUMBER DEALERS. 

PLEASE NOTE: ALL DOUGLAS FIR (AND LARCH) 
HAS SAME GRADES, SAME GRADE NAMES, SAME 
ALLOWABLE SPANS FOR JOISTS, RAFTERS. 
UNIFORMITY OF GRADES--CONSTRUCTION, 
STANDARD, UTILITY, ECONOMY--SIMPLIFIES 
FRAMING CHOICE FOR ALL USERS OF LUMBER. 
SAME NAMES, COMPARABLE GRADES FOR OTHER 
WESTERN PINE REGION SPECIES. 

SEND FOR NEW GRADE STAMP MANUAL, SPAN TABLES. 


WESTERN PINE ASSOCIATION 
YEON BUILDING, PORTLAND 4, OREGON 
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DUOFAST : 


DEALERS ; 


sell more because 





they have 
more to sell 





More quality, more features, 
more profit, and close-to-home 
service. Yes, sir, you do have 
more to sell when you’re a — Dealer 

Duo-Fast Dealer. Z Favorite! 


Duo-Fast Tackers are man- The DUO-FAST GUN TACKER 


size tools, built to do a man- An all purpose tacker. Drives short 


size job! Duo-Fast Staples staples for insulation and building papers; 
and long staples for ceiling tile. It’s a 


team up with Duo-FAsT _ real speed demon, too! 
Tackers for customer service. 


More than that, Duo-Fast 
gives you a Free Service 
Guarantee which insures 


Dvuo-Fast Dealers against Builders Like This One! 
costly repair charges. ; 
The DUO-FAST HAMMER TACKER 


Great for the bigger insulation and build- 
ing paper jobs. Good for metal lathe, 
too. You just swing it—the staples feed 
and drive automatically. 


DUO-FAST STAPLES 


Packed the Way You 

P Like ’em! 

-. In handy 1M packs, or in 
DUO-FAST DEALER AIDS my boxes of 5M. Chisel or di- 
Sure we have ‘em. Counter cards, display [Ramee a eexscincane & 


boxes, wall signs, envelope stuffers, to 
help you sell. 


if you operate a sash and millwork shop, or if you do prefabrication work, you will 
want to check into the Duo-Fast Staple Nailer and Duo-FAST Brad Gun. 


Write for the name of the DUO-FAST office in your area. They will be happy to give 
you the complete DUO-F AST story, and demonstrate the DUO-FAST Tackers for you. 


FASTENER CORPORATION 3754-56 River Road, Franklin Park, lllinois 


DU0-FAST recker 


AVA adel iale ms 2el0lmal-1-teo 





agree on the ultimate effect of the 
new ruling outside FHA-insured cir- 
cles. 

“Since FHA money is hard to get 
now, this shortage of money will no 
doubt mean more builders outside 
FHA,” believes Ken Slingsly, manag- 
er, Central Lumber & Supply Co., 
Seattle. “But their ethics won’t change 
because of the regulation.” 

Some dealers argued that the new 
ruling will force non-FHA builders to 
use grade-marked lumber to meet any 
objections from buyers. Dallas dealer 
Homer DeFord felt that the new rul- 
ing will mean more competition for 
conventional builders and consequent- 
ly they will have to put out a better 
product. 

“I am heartily in favor of the reg- 
ulation,” commented Aren Kaslander, 
manager, Charles Bahr & Son, Inc., 
Verona, N. J. “It will curtail indis- 
criminate use of substandard lumber 
and benefit the customer in the long 
run.” 

Many dealers misgrade their own 
lumber, selling it for a higher grade 
than it is, charged Lawrence Wenzel, 
Colmar Builders Supply Co., Coiwick, 
N. J. 

No grade guessing. George Rus- 
sell, manager, Millard Lumber and 
Grain Co., Millard, Neb., likened lum- 
ber marking to beef grading. 

“I knew if it’s marked ‘choice’, it 
is choice. It may help such things as 
one dealer advertising ‘Our No. | 
lumber.” It may be their No. 1, but is 
it really No. 1?” 

Fred Unkel, Unkel Plywood Co., 
Madison, N. J., said the new ruling 
helps him know what grade he’s com- 
peting against. It helps clarify bidding 
on estimates. 

Of course, not all dealers are hap- 
py with the new ruling. Commented 
one Colorado dealer: 

“It’s the old story of piling regula- 
tion on top of regulation. The only 
one to benefit is the FHA inspector 
whose work will be easier.” 

But some dealers would like to sell 
all lumber grade marked. The North- 
eastern Retail Lumbermen’s Associa- 
tion passed a resolution earlier this 
year indorsing the use of grade- 
marked lumber for all residential 
construction. 


Hamilton Roddis Dies 

MARSHFIELD, Wis.—Hamilton Rod- 
dis, 84, chairman of the board of 
the Roddis Plywood Corp., died here 
recently. He had been hospitalized 
since Feb. 22, when he was flown 
home from a Florida vacation because 
of illness. 

Mr. Roddis became chairman of the 
board in 1958. Prior to that he had 
been president since 1920 of the firm 
which does a $60 million-a-year busi- 
ness in plywood, veneer and other 
lumber products. 

He was a graduate of the Univer- 
sity of Wisconsin law school. In 1899, 
he went into business with his father, 
William H., as secretary-treasurer of 
the Roddis Lumber & Veneer Co. 
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another new way to sales with Georgia-Pacific 


REDWOOD 


Certified Kiln Dried 


¢ Here is all the superior durability i ¢ Smooth-surfaced on one side, textured 
Georgia-Pacific Redwood at the lowest cost of coarse-sanded on the other. Use either way. 

any equivalent grade of Redwood siding. G-P Extrawide Reversible Siding is another of 
e Available in widths from 10” to extra-wide the many ways Georgia-Pacific—the world’s 
24” and can be ordered in any lengths to exact largest producer of top Redwood grades—helps 


specification. you build your sales and profits. 


GEORGIA-PACIFIC 











G-P EXTRAWIDE REVERSIBLE SIDING 
Produced to give you quality at low cost 


G-P Extrawide supplies the superb qualities of high grade 

Redwood exterior siding—resistance to rot, insects, fire; 

high insulation value; outstanding ability to take and hold 

paint and stain—yet it saves 

up to $37 per M feet in mate- Saaz 

rial costs over any comparable 

grade Redwood siding. And for economy of installation, 

G-P makes it in labor-saving widths from 10” to full 24’. 
To produce Extrawide, G-P selects small, top-grade 


Redwood pieces and electronically glues them into large 


panels with a permanent, exterior glue. One side is then 
smooth-surfaced, the other is textured coarse-sanded. 
Available in 34” thickness, in Clear, All-Heart or A-Grade, 
vertical grain. Matching battens, 3” wide. 


among the advanced products and money-saving 


‘ ‘ 
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G-P FACTORY-SEALED REDWOOD SIDING 
Cuts on-site cost up to $40 per M feet! 


G-P factory-sealing costs a bit more to buy, saves a lot 
more on the job! G-P sealing is actually a colorless prime 
coat suitable for use with paint or stain. It provides a 
superior adherent base that 
allows paint and stain to flow 
on faster, go farther, cover 
better and last longer. Thus it offers long-range economy 
as well as immediate savings. 

x-P immersion sealing gives Redwood an all-surface 
coat that brings out natural tones and grain patterns; 
protects from water stain, soil, marring and superficial 
black stain; inhibits mold and prevents moisture absorp- 
tion from the back. Delivered in plasticized, moisture- and 
dust-proof packages. 
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GEORGIA-PACIFIC REDWOOD PANELING 
Factory-packaged to prevent damage loss 


The handsome shadings and attractive grain patterns typi- 
cal of Redwood are even more beautiful in Georgia-Pacific 
Redwood Paneling. G-P controls its own vast forests, cuts 


trees in Humboldt County, 

California, where soil and cli- 
mate give the wood excep- 

tionally warm, rich, red tones, make it the most prized of 
the nation’s Redwood. 

All G-P pattern, paneling and finish lumber is pack- 
aged in heat-sealed, plasticized paper to reach installation 
site free of dust, scuffs, and moisture stain and to prevent 
damage both in storage and during on-the-job handling. 
Georgia-Pacific packaged, mill-fresh Redwood Panels 
assure a more beautiful final installation! 
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G-P REDWOOD EXTERIOR FINISH 
New way to even more durable beauty 


Superior in both appearance and durability to any Redwood 
finish previously known—G-P Redwood Finish! It locks in 
and heightens Redwood’s unique color 
tones without obscuring wood grain 
and texture. It protects against mold, 
mildew, fungus. It contains a barrier 
against ultra-violet rays for resistance 
to discoloration of the wood after pro- 
longed exposure to sunlight. And this finish, for exteriors 
and interiors, flows on smoothly, easily, may be applied to 
create varying degrees of gloss. 

Another of G-P’s better products, processes and pack- 
aging designed to build your business, cut your costs, 
increase your profits! 


methods continually offered by GEORGIA-PACIFIC 





G-P PLYWOOD — any grade available within hours 


The Georgia-Pacific distribution center near you is 
prepared to fill your rush orders right now from 
stock quantities of every grade of plywood in every 
standard size and thickness. G-P delivers consist- 
ently top quality plywood because it controls its 
own vast forests, cuts timber for specific grades. 
And G-P guarantees you mill-fresh stock—inside 
loaded at production point and stored indoors at 
local distribution centers. 


WORLD'S LARGEST PRODUCER OF PLYWOOD 


For complete information on G-P Plywood, 
Redwood and other products, call your nearest 
G-P distribution center, or write to Georgia- 
Pacific, Dept. No. ALBP560, Equitable Building, 
Portland, Oregon. 

Manufacturers of one of the nation’s largest 
integrated lines of forest products. Hardwood 
and Fir Plywood, Plywood Specialties, Hard- 
board, Redwood Products, Lumber, Pulp, Paper 
and Containerboard, Chemicals. 


GEORGIA-PACIFIC 











COMPLETE HARDWARE SETS 
FOR SLIDING DOORS 


for industrial, commercial 
and farm installations 


4 Hangers of desired 

type. 

Sufficient Lock Joint 

Track (approximately 

twice width of door 

opening). 

One Center 

Bracket. 

Two End Track Brackets 

plus necessary Center 

and Lock Joint Track 
‘ Brackets for spacing on 

2'0” centers. 

Two Bow Handles. 

Two Flush Pulls. 

Eight No. 435-72 Bump- 

er Shoes. 

Two Floor End Stops. 

One Center Floor 

Guide. 

Two Stay Rollers and 

sufficient No. 102-88 

Guide Roller Strip. 


Stop 


asset... 


NOTE: Complete Hardware Sets 
are available for both Single 
and Double (illustrated) Slid- 
ing Doors. 


The growing use of sliding doors proviaes a continuous and excellent markét 
for increased sales . . . assure yourself a share of this market by offering 
the customer R-W complete hardware sets. Includes everything necessary to 
install a sliding door. Sets are available in a type and size to meet customers 
specific requirements . . . ideal for barn doors, industrial doors, garage doors 
and doors on commercial buildings. Customer satisfaction is your greatest 


line of ‘‘profit-plus'' hardware specialties. 


R-W TRACK AND HANGERS 


R-W WEATHERPROOF BARN- 
DOOR TRACK AND HANGERS 
. . . the favorite of farmers 
everywhere. R-W Self-cleaning 
36 Track is weather and bird 
proof. R-W 423 Hangers fea- 
ture roller bearings and lateral 
and vertical adjustment for 
easy, dependable operation. 


Write today for com- 
plete information .. . 
request your free copy 
of Catalog No. A-400. 


R-W "“EaR-Way"™ TRACK AND 
HANGERS for effortless opera- 
tion. No brackets needed. Track 
has ears spaced on 12” centers 
that attach to the wall by lag 
screws. Bosses on track permit 
free passage of air to prevent 
rust. Hangers have ball bear- 
ings and vertical and lateral 
adjustments. 


. protect this by offering them the best — sell the R-W QUALITY 


R-W “LOCK-JOINT” TRACK 
AND HANGERS for doors 1%/,” 
to 2," thick. Track available 
in 4, 6,8, 10 and 12 ft. lengths. 
R-W No. 20-2 Hangers feature 
roller bearing steel wheels and 
lateral and vertical adjustments. 


Richards-Wilcox 





MANUFACTURING COMPANY 
A HANGER FOR ANY DOOR THAT SLIDES 


226 W. THIRD ST. « AURORA, ILL. © Branches in all Principal Cities 


May 9, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





No Room for Crumbs 
To The Editor: 

Your Feb. 29th “Something to 
Think About” item on distribution 
and bypassing deals with one of the 
most pressing problems facing not only 
the retail dealer, but also the whole- 
sale distributor of building materials. 

We can’t quite agree with you, how- 
ever, that a dealer can watch the man- 
ufacturer bypass him and have the 
guts to go out and promote the same 
manufacturer’s product. 

At the wholesale level, we know of 
several manufacturers who feel that 
the retail lumber dealer and the whole- 
sale distributor are no longer a “bar- 
gain” for him and he is selling direct 
in complete disregard of the many 
years of effort and expense on the 
part of the wholesaler in assisting 
them in the merchandising of their 
products. 

We do not feel that either the deal- 
er or the wholesale distributor can af- 
ford to tie up space to provide that 
manufacturer with the “crumbs” 
which are left to him after the manu- 
facturer takes the cake. 

On the other hand, distributors who 
work hard at sales promotion—deep 
market penetration—are not plagued 
by bypassing. Honest and energetic 
efforts on the part of both the whole- 
sale distributor and dealer to accom- 
plish the above responsibilities can 
put such manufacturers back on the 
right track. 

Some manufacturers today say, “To 
hell with policy—get the order!” We 
of the National Building Material Dis- 
tributors Association think this is 
short-sighted. Given sufficient time, 
the cycle will reverse itself and the 
distributor and dealer will again be 
back in the picture. 

Meantime, we recommend to our 
membership that they reduce their 
sales volume in any one commodity to 
20% or less of their total business— 
a commodity or product that only ac- 
counts for 10%-15% of total volume 
can be kicked out a lot easier than one 
which accounts for 40% -50% of total 
sales. ... 

We've been listening to “make bet- 
ter merchandising people of the re- 
tail dealer” for years. We may be on 
the wrong track but we say, “make 
better merchandisers of the manufac- 
turer (and the wholesale distributor) .” 

The aggressive dealer is a better 
merchandiser today . . . but he can’t 
compete with the manufacturer who 
has a “cut price.” 

S. M. Van Kirk 

General Manager 

National Building Material 
Distributors Assoc. 


¢ Mail letters to the Editor to A. L. & 
Building Products Merchandiser, 59 E 
Monroe, Chicago 3, Til. 
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Tough loadtender... 
1960 DODGE TRUCK vic it om vor nere's 2 


stake-platform you can load up with little fear of loading down. A 
tough truck, quality-built to weather big-load punishment. 


Heavy-duty frame, springs and axles allow a top payload of nearly 
seven tons in the rugged D500 model shown below .. . and an all-steel 
underbody supports your cargo. Four engine options (two V-8’s, two 
Sixes) let you pick the power that’s thriftiest for your kind of driving. 
Horsepower from 125 to 202. 


Other models from 4,250 Ibs. G.V.W. to burly new C500 Cab-Forwards 
rated at 19,500 lbs. maximum G.V.W. Stake body lengths from 714 
to 14 feet. Whatever your truck requirements, get in touch with your 
Dodge dealer soon. Let him give you the lowdown on why you can 


DEPEND ON D ‘ia 
TO SAVE YOU MONEY IN KS 


Quality Construction—Heavy-gauge steel supporting rails run full-length, 
full-width under the Dodge stake body for top strength and durability. Just one 
of a host of quality features exclusive with Dodge in the low-price field. 


A PRODUCT OF CHRYSLER CORPORATION 
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MADE BY ALCOA 


MANUFACTURED 
FOR 


Your Barrett representative can 

take orders today for the complete 

line of Alcoa Siding. Prompt, dependable delivery is assured from seven conveniently located 
Barrett warehouses. And you can top off your next order of Barrett building materials with Alcoa 
Siding. Just call your Barrett representative, or contact us direct. 


DISTRICT SALES OFFICES: BIRMINGHAM 8, Ala.—1327 Erie 

St.; CHARLOTTE 1, North Carolina—1125 East Morehead St.; llied 
CHICAGO 54, IIl.—Merchandise Mart; CLEVELAND 15, Ohio 

—3121 Euclid Ave.; HOUSTON 11, Texas—323 South 67th St.; h ° 
MALDEN 48, Mass. — 378 Commercial St.; NEW YORK 16, emica 
N. Y.—261 Madison Ave.; PHILADELPHIA 46, Pa.—36th and BARRETT DIVISION 

Grays Ferry Ave.; ST. PAUL, Minn. — 764 Vandalia St. 40 Rector Street, New York 6, N. Y. 
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NOW! 


THE FIRST AND ONLY 
ALUMINUM SIDING 
MADE BY ALCOA 


New! Hor'zontal and vertical siding, insulated and noninsulated 
—all Alcoa-made for home modernization and new construction! 


NATIONWIDE PROMOTION REAPS PROFITS FOR YOU! 
@ NETWORK TELEVISION—Alcoa Theatre, NBC-TV, Alcoa Presents, 
ABC-TV, 50,000,000 impressions. 


@e NATIONAL MAGAZINES — Full-color advertisements total 
32,000,000 impressions. 


e FULL-PAGE NEWSPAPER ADVERTISEMENTS — Commanding an- 
nouncements in 176 major markets for 90,000,000 impressions. 


@ PROMOTION SUPPORT—Brochures, stuffers, mats—all you need. 


With 396 years of building products experience among them, 
these great names chose to distribute Alcoa® Siding. 


BARRETT DIVISION OF ALLIED CHEMICAL CORP., 40 Rector Street, 
New York 6, N. Y. 


BIRD & SON, INC., East Walpole, Mass. 

THE PHILIP CAREY MANUFACTURING CO., Lockland, Cincinnati 15, Ohio 
THE FLINTKOTE CO., 30 Rockefeller Plaza, New York 20, N. Y. 
MASTIC CORP., 131 S. Taylor Street, P. O. Box 65, South Bend, Ind. 


Now available from stock, nationwide ... call your distributor 
today! 


SPECIFY THE SIDING THE EXPERTS CHOOSE! 


—-sipinc) MADE BY ALCOA 


» 
t 
' 


ARE A RN LC RSI, 
= 





& waot ey aceon 


ALUMINUM COMPANY OF AMERICA + PITTSBURGH 19, PA. 
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8 OUT OF 10 KNOW IT... TRUST IT! 

Sell the Alcoa label: known at sight to 80 per cent of 
America as the sign of aluminum quality! It marks 
every inch of new Alcoa Siding—first and only siding 
made by Aluminum Company of America, world’s 


leading producer of aluminum! 


NEW ALCOA SIDING IS SIX WAYS BETTER! 


1, New, stronger Alcoa Aluminum alloy 
used for the first time in siding! 


2. Special aiciad laminated metal coat for 
lifelong corrosion resistance! 


3. Bonderized surface grips paint, defies 


chipping and peeling! 


4. Specially developed Alcoa Alumalure® 
finish gives maximum life for outdoor ex 


posure conditions. 


5. New factory-applied foam _ insulates 


against heat and cold! 


6. Alcoa reflective foil backing retains 95 
per cent of furnace radiant heat! 


ALCOA HORIZONTAL SIDING 


for popular clapboard effect, traditional or contem- 


porary styling 
ALCOA VERTICAL SIDING 


for modern board-and-batten effect, individual styling 


ALCOA SIDING ACCESSORIES FOR HORIZON- 
TAL AND VERTICAL IN MATCHING COLORS: 
Window and door trim, starter strip, undersill and 
general-purpose trim, window head flashing, inside 
corner post, outside corner post, vertical base flashing. 





Full panelized construc- 

tion cuts installation 

si. | costs: insulating foam 
F) and foil backing come 


cutting and fitting on 


_ ff the job. 
~ 





d> Interlocking panels 
“4 go up smoothly, 
Fy quickly and neatly. 


<] Nailing slots speed 
] installation and al- 


low for expansion. 
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because 


(and because 


Owners of commercial establish- 
ments, apartment landlords and 
residents, homeowners want locks 
that can’t be jimmied .. . that pro- 
vide real protection against forced 
entry. 

The safest, most thief-proof 
of all conventional locking devices 
is an ILCO Jimmyproof Deadlock. 
It can’t be jimmied . . . it can’t be 
matched in quality by any other 
deadlock on the market. 


Jo 


(11.co) INDEPENDENT LOCK 
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it's ILCO) 


EXCLUSIVE MAXIMUM 
SECURITY FEATURE: 
Only ILCO offers an extra heavy, 
solid bronze lock with special au- 
tomatic shutter (attached to back 
cover) which prevents possibility 
of cylinder being forcibly pulled 
out of door and bolt being operated 
with screwdriver. 





ILCO Jimmyproof Deadlocks are 
available for right or left hand 
doors without change in dull 
bronze or sprayed bronze finish. 


FITCHBURG, MASS. 


(Left) No. 401— 
Sprayed bronze. 
No. D401— Dull bronze. 


5%D for doors 
opening in (Reg- 
ularly furnished ). 

9% for doors 

opening out. (Fur- 

nished only when 

specified). 


No. 401C — double cyl- 
inders for extra securi- 
ty on glass panel doors. 
Dull bronze. 


co. 
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[1 BIRD-ALCOA SIDING + BIRD-ALCOA SIDING + BIRD-A 
[BiRD-ALGOA 5 oe BIRD-ALCOA SIDING - BIR ee? 











MR. DEALER 








-_- 


\ en. 


One house job’s enough 


TO GET YOUR SPEEDY DELIVERY OF 


accoa Aluminum Siding 


from your nearby BIRD warehouse 
or distributor, top-loaded on your 
regular roofing order... 


Ww HAVE YOU HAD A DEAL shave to tie up big dollars, and then 
$ LIKE THIS? No order is too worry about your inventory. You 
Now’s the time to ) small for Bird or your distributor just reap the benefit of handling 

GET IN THE &: to fill—andinahurry. Youdon’t the finest aluminum siding ever 


ALUMINUM SIDING ~— 3 
% 8 dealers known for carrying the 
BUSINESS 3 21) best . . . pocket the profit, and 
with . cash in on repeat business from 
® LOW INVENTORY Building satisfied customers. 


© QUICK TURNOVER _ Materials 
© MAXIMUM PROFIT ~ 


made... take your place with the 





fa BirD & Son: E. Walpole, Mass., 
4 & Shreveport, La., Charleston, S. C., 
EEO iG AE TT Chicago, Ill. 
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“With branch offices in 29 cities, we buy 
Ford Trucks because good dealer service 


is available at every point” 


“We have a fleet of 80 Ford Trucks spread 
out in 29 cities covering Michigan, Indiana 
and Ohio. We used to bring all the trucks 
back here for service. But we've found 
that with excellent Ford Dealers at every 
branch point, it’s more convenient and less 


SAYS W. 7. WALSH 
EXECUTIVE VICE-PRESIDENT 
sila . SHERRIFF-GOSLIN ROOFING CO. 
costly to have our trucks serviced locally. BATTLE CREEK. MICHIGAN 


“And Ford Trucks give us better all-round 
performance than the others we've tried. 
Ford Trucks are always ready to go, they 
stay on the job and cost less to maintain. 
We use Ford %- and %-ton pickups, 1- and 
14-ton stakes and 2-ton vans. This ‘58 Ford 
F-350 (shown ) has 40,000 miles on it, and 
$15.55 is all we've spent on repairs for it 
this year.” 


37 years of service for the company, the man and Ford 
Trucks! But, that’s only part of it. The Sherriff-Goslin 
Roofing Co. was founded back in 1906, and John 
Prilika (standing on right by Model T in 1923, and 
today on the ladder in main illustration) has been 
behind the wheel of Fords for more than 40 years. No, 


the Model T isn’t working now. But, 80 of its bigger, 
newer Ford Truck brothers are. FO 4 D America’s 
ee ai con lowest-priced* 
R pickup truck! 


ANCHERO 





The Falcon Ranchero is priced lower than any pickup in 
America with comparable standard equipment! And that is 
just the beginning of your savings. Single-unit construction 
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saves on maintenance . . . it’s tighter, quieter, with main 
underbody structural members zinc-coated against rust and 
corrosion. Front fenders bolt on, cost less to replace. And 
Ranchero’s passenger-car ride and handling ease lessen 
driver fatigue. 


UP TO 30 MPG! 


Totally new for total savings! Ford’s new Falcon Ranchero 
delivers up to 30 miles on a gallon, yet its new 90-hp Six is 
geared to do a real job! There's lower costs for oil, tires, 
brakes, replacement parts . . . nearly everything! 


BIG 6-FOOT BOX! 


ty 


poll x / 


4. Low loading height 


. Instant-lock tailgate opens, closes 
with a single, one-hand motion 


6. Roomy comfort for three adults 
Styled to capture admiration 


“Based on a comparison of latest available manufacturers’ suggested retail 
delivered prices with comparable standard equipment 


See the parade of pickups during your 
FORD DEALER’S TRADING FAIR 


Capacity is more than ample for most pickup hauls—nearly FORD TRUCKS 
8 feet of load length with tailgate flat. And thanks to the 


low floor height, loading and unloading is faster, easier. 


FEATURES: 
1. Up to 30 miles on a single gallon 
2. 4,000 miles between oil changes 
3. Diamond Lustre Finish needs no waxing 
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COST LESS 


LESS TO OWN...LESS TO RUN... 
BUILT TO LAST LONGER, TOO! 
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Handy Utility Cabinet 


"In Kitehen Business’ Survey ts 
- You Asked For 


¢ Faster Delivery 
¢ Better Uniformity 
of Finish 


¢ A Wider Variety of 
Special Purpose Cabinets 


Fast, Fast Delivery Is Yours when you 
order your Kitchen Cabinets from Long- 
Bell. 

Because Long-Bell ships direct from com- 
pletely stocked distribution points... 
strategically located so close to you it’s 
almost like having stock in your own ware- 
house. 

A Perfect Finish . . . Everytime! The new 
Super Microseal® process is now ap- 


he A ii\ 


Kitchen Desks 


MNF Y Hae 5% 


f 


ne” 
. _ si 
eee —— 
rae j << here 
* iat, on 


plied to all Long-Bell Natural Wood Kitch- 
en Cabinets (set up or knocked down). 
This revolutionary factory-finishing pro- 
cess gives cabinets the true luster of 
hand-rubbed wood ... yet saves you 75% 
of the completed finishing job. Low-Cost 
Super Microseal gives Long-Bell Cabinets 
that Super Satin Surface ® ... needs no 
additional sanding ... no primer coat. 


® General Plywood Corp. 


These Special Purpose Long-Bell Cabinets can help you plan better kitchens for better profits. 


Produced in Vol 


| Kodatee sine 


ood Grinder Mounts 


Long-Bell Natural Wood Kitchen Cabinets are available in units to fit any kitchen (in 3” modules) 
. . . Ready to Install or Knocked Down .. . Birch or Rift grain Fir, 


Circle No. 31 on Handy Cover Card 
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the big profit 


CUSTOM 
COLOR 
MARKET 


FASTEST, EASIEST COLOR SELECTION IN THE INDUSTRY 





2 Gp 


Each page of All shades and 
counter book shows tones of one color 
professionally family on each 
planned color page. 

eme. 


Minnesota 


PAINTS 


Each color identi- 
fied by number for 
accurate color 
service. 


MINNESOTA PAINES, ! 


..eMINNESOTA PAINTS complete 
color planning and decorating 
center in 24" of space! 


Most unique color system in the industry makes 
everybody a color expert! Clerks can use the Color 
Studio without training . . . customers can make 
their own color selection easily. Here’s how MINNE- 
soTa Color Studio will save time, sell color for you! 


MINNESOTA Custom Colors require only a small 
inventory of base paints and colorants to meet any 
color demand. One compact color selector unit does 
the whole selling job. Color selector includes counter 
book which shows “color families” at a glance, plus 
professionally-planned color schemes for each. Also 
featured are ““Today’s Colors’, an always-up-to-date 
selection of the 20 most popular decorating colors 
in America. Color-indexed loaner book included. 

For complete information on how you can enter 
the big, profit-building custom color market at low 
inventory investment, mail the coupon. 


MINNESOTA PAINTS, INC. 
1101-3rd St. South ¢ Minneapolis 15, Minnesota 
PLANTS: Minneapolis + Ft.Wayne «+ Atlanta + Dallas 


[_] Send additional information on Color Studio’s complete color plan- 
ning center. 


NAamME____ 


ADDRESS 





Be a two-face dealer 


Here’s how ... CLEAR Western Cedar SIDING’S 2 face combination—fine-resawn, rough textured one side, 


smooth surface on the other lets you reduce your inventory, yet feature the one popular siding that’s proven, 
that lasts and lasts, that offers builders a choice of textures. Rough or smooth it’s the one SIDING builders 


and buyers believe in and have believed in for years and years—in combination with other quality materials 
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or alone. Cedar’s light weight and dimensional stability reduce construction costs, too. With blister resistant 


paint, Cedar allows up to 48% more coverage, requires fewer application hours. With stain you’ve a wide 


choice of finishes. And Cedar’s insulating quality cools in summer, captures heat in winter. So, be a two face 


dealer when it comes to siding. Sell and side with Cedar. 


For more information write us: WESTERN RED CEDAR LUMBER WESTERN LDAR 
ASSOCIATION, White-Henry-Stuart Bldg., Seattle, Washington 
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Builders Get Choice: Production 
Models or Custom Fabrication 


FAIRFIELD, CONN. 

TRETCHING along the railroad 
tracks down by the station where 
New England meets New York sub- 


© Smartly-styled lt h i j 
en prebui 4 pastas “A all eee urbia are the old-fashioned sheds of 
ranges offered by Fairfield Prefabricators, Fairfield Lumber Co. The sheds are a 
sales corporation for a Connecticut lumber landmark for commuters, homeown- 
ers, carpenters and contractors. 
company. In this rather commonplace setting 


is a Management team that’s pioneer- 
ing a whole new world for building 


¢ Builders can price homes quickly from cost materials retailers. 
: . Last year, under the guidance of 
breakdown for each model, supplied by fabri mreddeut Sen Matha, Se; aan00 
cator. the founder, the firm remodeled a 


house, which served as a model of its 
kind, attracting thousands of visitors. 
Partially as a result of its moderniza- 
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FAIRFIELD HOMES — ESTIMATED COST BREAKDOWN 
Confidential — For builder's use only. 
































































































































ra MAPLEMOOR — With 2 Car Garage — 1632 Sq. Ft. 
- = ; Yay Bes 
x nar : Subject to 
i ° GARAGE Local Cost 
aq eS eat Building Permit 50 
rover ‘ “aeree Survey & Stake Out 75 
me fro. —. ia J Stripping, Excavating, Backfill, Trenching 425 
oe in Foundation & Masonry 2,527 
BEDROOM | BEDROOM Fireplace 550 
eo Ts Complete Carpentry 1,620 
> 34 _ Plumbing, Heating & Water Tap 2,500 
f. Galv. Gutter System 80 
4 Electrical 475 
ES [ Light Fixtures 75 
= = Ty Septic System 350 
7 Application & Taping Drywall 400 
; Complete Painting 875 
Ceramic Tile Walls (If Shower Incl. Door) 425 
Bee Ce eee. Kitchen Cabinets & Counter 700 
Seo r t -— - Te. Built In Range & Oven 215 
- Med. Cabinet & Kit. Fan (Wall) 60 
Bae be be bat ye | (A Vinyl Tile Floor in Kit. & Baths 90 
CW Ono OnOnOn Finish Grading & Seeding 225 
on-7n Crit qr , . Gravel Driveway & Flagstone Walk 140 
i : i Jie St. } ae Floor Sanding & Finishing 130 
=| “ 1 100 CO CT eee House Package* 7,744 
' ' i? at a aR: |) Sa Tax on Package | 219) 
=— 8 TOTAL ON SITE COST 19,950 
fied > Add: 
a 1 Lot Cost 
Overhead 





THE MAPLEMOOR, one of 16 models in 1960 line of Fairfield 
Homes. The fabricated package for this model sells for $7,744. 
Walls, interior partitions and gables are prefabricated; doors 
are installed in frames or jambs; trusses are pre-assembled 
where wanted; ceiling joists, notched roof rafters and window 
trim are precut for the package. 


Closing Costs 





Financing 





Insurance 





Sales Commission 





Advertising 
Profit 








Sales Price 


ESTIMATED COST BREAKDOWN given by Fairfield 
Prefabricators to builders on each of its Fairfield 
models. From these figures builder can quickly com- 
pute retail prices. 





tion promotion, Fairfield Lumber has 
just been cited as Brand Name Retail- 
er of the year among retail building 
materials dealers. 

But Fairfield’s most significant con- 
tribution to the lumber dealer industry 
probably lies in a totally different di- 
rection—house prefabrication. 

Walk one block down from the re- 
tail sheds and you'll step into Ben 
Plotkin’s 25,000-sq. ft. fabrication 
plant. If you're quick enough to 
catch him, you'll find young, account- 
ant-trained Jerry Reilly, general man- 
ager of Plotkin’s Fairfield Prefabri- 
cators, Inc. 

“Prebuilt 


housing entails many 


problems you don’t have in the ordi- 
nary lumber business,” Reilly will say. 
“But it’s a logical step for the lum- 
ber dealer.” 

From then on, you're under the 
spell of a young man who is proud to 
be a member of the rapidly-increasing 
group of regional prefabricators. 

“After five years our prefab corpo- 
ration’s dollar sales make up for only 
a small portion of Fairfield Lumber’s 
total volume,” he explained. “But 
we're getting into high gear now and 
someday we'll dominate the Plotkin 
enterprises.” 

His 1960 fabrication goal is 150 
houses, all of which will be sold on a 
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packaged basis to builders. This com- 
pares to 100 units sold last year and 
only half of that the year before. The 
future? “Our plant is set up to pro- 
duce six houses a day,” Reilly an- 
swers. 

The prebuilt home division is the 
latest in a long parade of new ideas 
created over the years by Fairfield 
Lumber. The company was founded 
in 1920 as a mason’s supply house 
and lumberyard. 

The first big step in diversification 
came in 1927 when hardware was 
added. In 1938, a kitchen planning di- 
vision was started. Then during World 

(continued on next page) 
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General Specifications 
Fairfield Prebuilt Home 


(See preceding page for sketch of Maplemoor Model.) 


Lally Columns: 4” steel lally columns complete with cap and base, quantity 
shown on plan. 

Sills & Girders: Built-up 6x8 Douglas Fir girder. 2x6 Douglas Fir sills. 
Floor Joists: 2x8 or 2x10 Douglas Fir joists, as indicated, spaced 16” on 
centers. 

Sub-flooring: 4%” C.D. plywood (T&G sheathing available). 

Hardwood Flooring: #1 common oak, 25/32 thick, 24%” face. (Select oak 
optional and extra.) 

Studs: 2x4* - 16” O.C. all exterior and bearing partitions. 2x4* - 16” O.C. 
all other interior partitions. 

*(Standard or better Douglas or White Fir) 

Wall Sheathing: %” insulation sheathing, (25/32 insulation sheathing, %” - 
4%” CD plywood, or T&G sheathing, optional and extra.) 

Shoe & Plate: Exterior walls; Single 2x4 shoe and double 2x4 plate. Interior 
walls; Single 2x4 shoe and single 2x4 plate. 

Siding: 18” prime grey red cedar shakes (striated or sanded) 14” exposure 
with 18” wood shingle undercourse. Other siding materials available, optional 
or extra. 

Ceiling Joists and Roof Rafters: 2x6 or 2x8 Douglas Fir as indicated on plan, 
spaced 6” O.C. Trusses 24” O.C. where shown on plan. 

Roof Sheathing: %” C.D. plywood (4%2” CD plywood, or T&G sheathing, 
optional and extra). 

Roof Shingles: 210 lb. asphalt w/15 lb. felt underlayment. 

Windows: In sizes and types as shown on plan. 

Cornice Material: Facia, frieze and mouldings — #2 pine, soffit 14” ply- 
wood. (Gutters and leaders, optional and extra). 

Garage Doors: Roll-up type overhead doors where shown on plan. 

Exterior Doors: 1%” thick, 3’ wide front, 2’8” wide rear, in types and sizes 
as shown. 

Interior Doors: Flush Lauan Mahogany, 1%” thick, 6’8” high in widths as 
shown on plan. (Flush birch or 6 panel pine optional and extra.) 
Insulation: 1%” thick Rockwool blanket for sidewalls, 3” Rockwool batts 
for ceiling (other types optional and extra). 

Sheetrock: ¥2” thick in 4x8 or 4x12 as required. 

Interior Trim: Window, door, base moulding—clear pine in clamshell pat- 
tern, Closet shelves, shelf cleat and pole #3 pine. 

Main Stairs: For all split level and Cape Cod and 2 story houses—Pine 
stringers and risers w/oak treads all completely assembled, with standard 
balusters, rails and newels as shown. 

Cellar Stairs: 2x12 stringers, 2x10 treads. 

Finish Hardware: Brass cylinder front and rear door locks, keyed alike. In- 
terior locks, brass tubular. 

0 en - of proper types and sizes furnished in ample quantity to complete 
all work. 

Other Optional Items: Knotty pine, birch or steel kitchen cabinets with 
Formica counters, built-in ranges, ovens, disposal units, range hoods, exhaust 
fans, Bilco steel cellar hatchways, J-M Terraflex floor tile, medicine ‘cabinets, 
built-in Lavanettes, fireplace mantles, cupola, paint, etc. 


(Any modification of these specifications must be detailed and agreed upon 
by the customer and FAIRFIELD PREFABRICATORS, INC. in writing.) 


Materials assembled into panels 


Walls: Studs with sheathing, undercourse and shingles applied and with 
window frames and glazed sash installed. (Shingles not applied on split level 
models.) 

Interior Partitions: Nailed up, ready to install. 

Gables: Studs with sheathing, undercourse and shin _ applied and with 
louvers installed according to plan. (Shingles not applied on split level models.) 


Assembled materials 
Exterior Doors: Installed in frame, hardware applied. 
Interior Doors: Installed in the jamb, hardware applied. 


Garage Doors: Installed by manufacturer’s distributor. 
Trusses: Where indicated on plan. 


Pre-cut materials 
Ceiling joists, notched roof rafters, window trim.. 


Random length material 


Sills, girder, floor joists, bridging and sub-floor, roof sheathing, oak flooring, 
wall and ceiling insulation, cornice material, roof shingles, felt, gypsum wall- 
board, interior base trim and closet material. 





War II, Fairfield Lumber expanded 
into box production, still a thriving 
business. 

Boxes to houses. Millwork and box 
making is common among retail deal- 
ers, but Plotkin realized that he had 
the men with know-how and much of 
the shop equipment to latch onto the 
house prefabrication idea. In a small 
way, eight years ago Fairfield Lum- 
ber began to panelize custom houses. 

Five years later Plotkin hired Reil- 
ly as his administrative assistant, later 
placed him in charge of prefab sales, 
then incorporated Fairfield Prefabri- 
cators. 

A year ago the firm brought in 
Daniel Vilardi from a national prefab 
company as sales manager. 

During the past year, Vilardi and 
Reilly, working with plant superintend- 
ent Joe Grywalski put together a 
new line of Fairfield home packages 
with a marketing system that may well 
be a model for lumber dealers every- 
where. 

The prebuilt homes are sold by 
Fairfield Prefabricators to builders; 
materials come from Fairfield Lum- 
ber. Head salesman Yilardi and two 
other representatives cover most of 
New England. Their main target: 
builders who erect from 10 to 50 
homes a year, in medium-priced range. 

Custom vs. uction-line. Manag- 
er Reilly explained that they prefer to 
sell homes of their own design. “But 
we can and do draw on the retail 
lumberyard stocks, enabling us to fab- 
ricate any type of house, using any 
combination of materials,” he ex- 
plained. 

Through a unit estimating system, 
any set of plans can be panelized 
within 24 hours. A price for the fab- 
ricated package is computed in a mat- 
ter of minutes after the panel blue- 
prints are finished. 

Fairfield will fabricate a package 
to conform with any building code. 
Vilardi and his men will take a build- 
er in hand, iron out any difficulties 
with village building commissioners. 

“Here’s the payoff for a regional 
fabricator,” Vilardi said. “We know 
our territory.” 

“Many building commissioners don’t 
understand that we use conventional 
construction methods, but under con- 
trolled conditions. Our firm works di- 
rectly with the commissioners on be- 
half of our builder customers. Be- 
cause we are a regional concern we 
can give extra service of this nature.” 

Flexibility is the Fairfield motto. 
For example, any of the 16 models 
in the line can be shipped with or 
without the standard Strongbord 
sheathing. Siding can be applied at the 
plant, or shipped separately for job 
application. 
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Because of this flexibility, the com- 
pany expects there'll be less and less 
customizing. The 16 current models 
of Fairfield Homes will be expanded 
soon. 

Even with the flexibility and extra 
services, merchandiser Vilardi proud- 
ly says that the firm can give a build- 
er a fabricated package at 5% below 
the same package from competitors. 

“Our sales overhead is lower and 
we are more efficient,” he explained. 

Recently a small town building 
commission refused to accept the 
load-stress figures as published by the 
Douglas Fir Plywood Association for 
roof trusses using stapled and glued 


OVERHEAD CRANE lifts assembled panels from two jig tables onto 6x8’ skid, which 
is hauled by fork lift truck to low-boy trailers. Each skid holds panels for complete 
house. Insulation board and shingles are applied, siding can also be placed at the 
jig tables, Plant has capacity of six houses a day. 


plywood gussets. They insisted upon a 
local engineering report. 

Experts from nearby Yale Univer- 
sity were hired to conduct load-tests 
in the Fairfield plant. Result: a satis- 
fied building commission and a new 
Fairfield Prefab builder customer. 

Package prices. Builders save time, 
money and administrative headaches 
by using a prebuilt package, Vilardi 
said. Models of the new line are of- 
fered on a guaranteed price from $3,- 
500 to $15,000 to builders. The aver- 
age sale is $8,000. Items included in 
the package are clearly stated in the 
General Material Specifications for 
each model—including the materials 
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assembled into panels, precut mate- 
rials and random length material. A 
typical specification is on page at left 
To help builders, Fairfield com- 
putes the installed cost of all other 
components for each model, based on 
current prices in the area. These cost 
figures are for such needs as plumb- 
ing and appliances, which are ex- 
cluded in the basic prefab package. 
By adding his profit, a builder has 

his retail price in a few minutes. 
Builders need only to pay one in- 
voice for the basic package. “Medium- 
sized and small builders really appre- 
(continued on page 58) 
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Bruce-PlyWelsh puts 
of the 


ruce-PlyWelsh offers the only complete 
B prefinished hardwood paneling pack- 
age in the industry. Matching moldings, panel 
stretchers, putty sticks and stains simplify 
installation and bring extra profits to you. For 
the do-it-yourself trade, or for professional 
builders, you'll sell genuine customer satisfac- 
tion with the PlyWelsh line. Get the facts 
today. Write for complete information or 


contact your Bruce-PlyWelsh distributor. 


y 


= 


PLYWELSH 
prefinished 
Hardwood Paneling 


The finish won’t chip off! 


® PlyWelsh panels have the famous Bruce penetrat- 
ing finish that’s so durable it’s used on hardwood 
floors. The finish is “baked in” the wood and won't 
flake or chip...makes installation easier and 
safer. Welsh Plywood Corporation, Subsidiary of 
E. L. Bruce Co., 1218 N. Hollywood, Memphis, Tenn. 
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Maid 


THE ONLY LINE OF BUILT-INS. WITH 
INTERCHANGEABLE GAS AND ELECTRIC 
‘DOUBLE OVENS AND “SUPER . THIN” 
TOPS. 











MODERN MAID scores again with the 
introduction of the DOUBLE OVEN GAS 
BUILT-IN with 2 BIG 18” OVENS and the 
amazing NEW INFRA-RAY ceramic burner! 


LEPEEEEEEEE PEEPS EFT E PETS 


EACH MODEL 
HAS 2 FULL- 
SIZE 18 INCH 
WIDE OVENS 


CONVENTIONAL 
SINGLE OVEN 
MODELS ALSO 
INTERCHANGE. 
ABLE 


36-INCH 
“SUPER THIN” 
RANGE TOP 


WITH 
GRIDDLE. 


ET-36G 


SSEPOGSPEESSCCPS SS FE OECGEES 


5 30-INCH "SUPER 


THIN’ RANGE 
TOP ALSO DROPS 
IN ABOVE 
DRAWER SPACE. « 


ene™prices and folder on the 1960 line 
of Modern Maid Gas and Electric Built-Ins. 


Name 

Address 

City State 
Distributor [_] Dealer {_] Cabinet Maker [| 


TENNESSEE STOVE WORKS 


CHATTANOOGA 1, TENNESSEE 
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28’ GABLE END wall section for contemporary home is fabricated in 
Fairfield plant. Section of this type from prefabers usually come in 
from 8 to 12 parts, joined at site. This section will be erected at site in 
30 minutes. It includes four trapezoid windows and two fixed sash, 
all with redwood frames. Insulated glass is used in all sash plus two 
aluminum sliding glass doors. Insulation will also be applied at plant. 


LOAD-STRESS TEST 
for stapled-glued ply- 
wood gusset truss 
made at Fairfield 
plant when a village 
building commission 
wouldn't accept DFPA 
figures. Standing at 
left is Joe Grywalski, 
plant superintendent. 
Tom Hamilton, his as- 
sistant, measures pos- 
sible drop in lower 
chord. The test proved 
the point and made 
the sale. 





BUILDERS GET CHOICE 
(begins on page 52) 





ciate this service,” Vilardi commented. 

The fabricated packages will gen- 
erally run $5,000 or more. But the 
firm has a low-cost model with which 
it can break into the tract market. 

One builder opened a 1,000 sq. ft. 
Fairfield model home last September. 
The retail price was $17,000, includ- 
ing a $4,200 lot. Thirty homes were 
sold, built and occupied before Christ- 
mas. 


Despite that experience, Fairfield is 
cautious about the volume builder 
market. The bigger the builder, the 
more difficult it is to earn a profit, be- 
lieves Jerry Reilly. 

Schedules. Foundation materials ar- 
rive first at the site. Then come the 
exterior panels and interior partitions 
and trusses—all erected in a single 
day. On the third day a home can be 
ready for the first bank inspection. 

Builders pay 25% cash, balance 
C.O.D. “Because of the fast erection, 
the builder’s payout is only a matter 
of a few weeks at most,” Vilardi said. 

Production. The Fairfield plant 

(continued on page 60) 
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Two great names... 


ALCOA, and 


bring you one great product! 


FLINTKOTE 





Alcoa—the biggest name in aluminum and Flintkote—the 
biggest name in building products! It’s a hard-to-beat com- 
bination backed by a powerful, multi-million-dollar advertis- 
ing and sales promotion program that can’t miss building 
your sales and profits selling Alcoa Siding... the in- 
dustry’s newest and most exciting building product. 


For particulars: details on prices, delivery, write: THE 
FLINTKOTE COMPANY, 30 Rockefeller Plaza, New 
York 20, New York. 
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FLINTKOTE 


America’s Broadest Line of, 
Building Products 
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BUILDERS GET CHOICE 


(begins on page 52) 





lacks some of the newer fabrication 
machines found in other prefab oper- 
ations, such as an automatic truss jig, 
automatic prehung door equipment 
and automatic nailers. As production 
increases, more automatic machinery 
can be added, Reilly said. 

Six jig tables, built to accommodate 
28’-wide panels, surround the order- 
assembly area. Two jig tables are 50’ 
long so that wallpanels for a complete 
house can be assembled simultaneous- 
ly. An overheard crane lifts the 
sheathed, sided panels to a large skid. 
A house load is rolled outdoors, 
placed by fork lift truck on a roller- 





Production Genius 

“You can’t really succeed in 
house prefabing unless you have a 
truly efficient production superin- 
tendent,” warns Jerry Reilly, gen- 
eral manager of Fairfield Prefabri- 
cators, Inc. “This particularly ap- 
plies if you do custom fabrication.” 

Fairfield’s man is Joe Grywalski, 
a veteran craftsman who irons out 
most production problems before 
they come up. 

“No question about it—Joe is a 
production genius,” said Reilly. 
And Ben Plotkin, Jr., president, 
agrees. 











bed trailer. The load is dumped at the 
site. 

Radial arm saws are adjacent to 
the panelization jigs to save steps. 

Fairfield Lumber manufactures its 
own windows from kd stock and 
makes its own prehung doors. This 
work is now done at the retail yard, 
but is being moved to the prefab 
plant. 

Promotion. Salesman Vilardi and 
his men are now getting results from 
a weekly mail promotion to a prime 
list of 4,800 builders. Ad mats and 
other sales aids on the 1960 line help 


their builder customers sell. The aim 
is to make Fairfield Homes the best 
known house trademark in the north- 
east. 

“As our promotion takes hold, 
we're confident we'll keep growing,” 
Reilly said. “We have a guaranteed 
price to builders for the year, which 
means we had to predetermine our 
volume and buy accordingly. Our 
steady crew of 25 is increased during 
the summer as _ house production 
grows. When the house production 
slows down, there are other mill jobs 
that keep our basic crew busy.” 


PREFAB TEAM for division of Fairfield Lumber—l. to r.—Jerry Reilly, general man- 
ager; Joseph Grywalski, plant superintendent and Daniel Vilardi, sales manager. 





Larsen invites you to... 


Cash in on the profitable 
Bonding Agent business with 


these 


Larsen 


PLASTER-WELD 


(bonds new to 
old plaster 


i 
Larsen 


WELD-CRETE 


You’re looking at the “‘Big 3” of the Bonding Agent Business. 
Each is specified and relied upon by major architects, con- 
tractors and builders the world over . . . 
re-modeling and repairs. Be a Larsen dealer and cash in on 
the big market for Larsen products. You’re backed by 
national advertising and a broad variety of ‘‘In-store’’ sales 
aids. Write today for complete details of a money-making 


Larsen dealership. 


Address BOX 5756Q 
LARSEN PRODUCTS CORPORATION 


BETHESDA, MD. 
LARSEN... 


60 


outstanding 


products 


for new construction, 


first with the finest in bonding agents 
Circle No. 37 on Handy Cover Card 





Larsen 


TILE-WELD 
(mortar bond 
Flalee 4gelti ae [ets @) 




















i cats APPEAL!! 


For Builders 
and 
Consumers! 


New! Unique! A real profit 
builder! 

Consumers will go for its 
simple installation (30 sec- 
onds), and beauty of ap- 
pearance. 

Builders will appreciate the 
economies to be had by 
using this door for closet 
openings. 


Olumlia-vatie 


FABRIC DOOR 
installed in 30 seconds! 


For complete details see your distributor or write 


THE COLUMBIA MILLS, 


368 S. WARREN STREET 


INC. 


SYRACUSE 1, NEW YORK 


Circle No. 38 on Handy Cover Card 
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Excellent machinability 

is another outstanding advantage of the 

balanced three-layer construction of new 

Formica Fiakeboard. Highest internal bond 

strength and void-free core assure precision 

tongue and groove joints, dovetailing, 3 
shaping, routing, drilling and sawing. 


Formica Flakeboard is the finest 
underlayment for decorative laminates 
because: (1) It's designed and manufactured 
especially for use with Formica decorative 
laminates and adhesives. (2) It’s made of 
fresh-cut, debarked timber and impregnated 
with resins developed by Cyanamid’s world 
renowned resin scientists. (3) It’s unequalled 
for machinability, internal bond strength, 
screwholding power and smooth surface. 





Test new Formica Flakeboard at our 
expense. Write today for free sample (cut 
from regular production-run boards, not 
specially treated), Formica Corporation, a 
subsidiary of American Cyanamid, 4652 
Spring Grove Ave., Cincinnati 32, Ohio. 


NOTE: Formica Flakeboard is not 
available on the West Coast 


see it in action 


Formica Flakeboard 
color movie just 
released. Write for 
showing by your local 
Formica representative. 


free demonstration and samples 


Write for free sample and a dramatic demonstration of 
Formica Flakeboard properties before planning 
your next decorative laminate installation. 
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| AVAILABLE NOW! 


FROM YOUR KAISER ALUMINUM WHOLESALER 


TWIN-RIB é'stoinc 

& SIDING 
NEW LOW COST « NEW APPEARANCE 
DESIGNED FOR RE-ROOFING & SIDING! 
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For re-roofing and re-siding, Twin-Rib for economy ... for 
new construction, Diamond-Rib for strength. New Twin- 
Rib is also ideal for use with Diamond-Rib—as low-cost 
siding for pole type and steel frame buildings. 

Se 


DIAMOND-RIB* FOR STRENGTH ... TWIN-RIB FOR ECONOMY 
Twin-Rib is the ideal companion for Diamond-Rib roofing! 


iphon- 
ides 
blown 
h rib 


nailing pattern for 


rovi 
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de-lap edge provides a 
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The locking 
Center, 
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side lap, 
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Oakland 12 


g. 
The eight 
dges. 


Rib Side Laps Are Tight 


t 
-Rib and Diamond- 
.. SELLS FOR LESS! 


& Chemical Sales, Inc., 
Ka 
, Cali 


Building Products Sales Dept. 


300 Lakeside Drive, 


ideal 


tight eaves, end laps and 


bead at the exposed 


ins 


si 
distributor or sales repre- 


side lap metal loss is less than 


> 
des an 
minum 
minum 


-Rib 


with any other metal roofin 


Kaiser Aluminum 


Rib roofing and siding and a complete line of 


Kaiser Alu 


NEW KAISER ALUMINUM TWIN-RIB ROOF- 
ING IS THE LOWEST COST ALUMINUM 
ROOFING MADE—PRICED TO COMPETE 
WITH 28 AND 29 GAUGE GALVANIZED 
STEEL ON AN INSTALLED COST BASIS! 
lengths are standard. 6 to 12 foot lengths too! 
Provides 48 inch net coverage after lapping. 
snug fit as a nail is driven down tight. Note the 


Twin-Rib Is Long And Wide: 14 and 16 foot 
flat corrugation for easy 


breaking air pocket at the 
Twin-Rib Is Easy To Nail 
TWIN-RIB COSTS LESS . 


added protection aga 


With Twin 
leakage. 
spacing provi 


Twin 
accessories are available now! Contact your 


Kaiser Alu 


sentative. Don’t delay, order today! 





Read and avoid (if possible) 


“MY WORST MISTAKE" 


Dealers admit their biggest blooper—decisions they made or 
failed to make that hurt their business. 


NE of the most valuable single 

features of the management work- 
shops moderated by American Lum- 
berman’s Art Hood is the contribution 
of each workshopper of “The Worst 
Mistake I Ever Made.” 

This is the fifth installment in this 
series, which is included in the work- 
shop textbook. Graduates plan to re- 
view these mistakes regularly as a val- 
uable reminder and management 
guide. 


IN MANAGEMENT 


“Failed to face up to the problem of 
developing an adequate sales depart- 
ment.” 

“Satisfied with the status quo. Failed 
to see the value of company expansion.” 

“Failed to delegate responsibility to 
others who were eager as well as cap- 
able.” 

“Didn’t buy land.” 

“Neglected to make training a daily 
habit. I thought procedures followed for 
the last century were bound to be right.” 

“Failure to get into the ready-mix con- 
crete business.” 

“Delayed two years before purchasing 
a fork lift.” 

“Failure to buy a partner’s stock after 
he died, thereby allowing a ‘hair-brain’ 
to get into the business. He’s caused 
trouble ever since.” 

“Lost five years by failing to have a 
definite plan to improve myself in man- 
agement skills.” 

“Not putting more of the information 
learned at previous workshops into use.” 

“Waited too long to take action after 
things began going wrong.” 

“Sending a contractor on a job with- 
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out giving him all the facts. He put up a 
40’ x 60’ pole barn, but not where the 
farmer wanted it. He took down part of 
the building to make necessary changes, 
then when he completed it, it was two 
feet out of square. We ended up taking 
everything down and selling the used ma- 
terial for about $1,400.” 

“Not applying a profit for labor paid 
out.” 

“Gradually giving long-term employes 
so many privileges they now expect too 
much.” 


IN SELLING 


“As a substitute for selling, I let com- 
petition determine prices.” 

“Waiting for business to come to me.” 

“Going for volume sales and getting it 
by just cutting prices. I sacrificed profit 
at the same time.” 

“Lost a remodeling job by waiting too 
long to give my bid. I'm sure I had the 
best figure and would have gotten the 
job.” 

“Selling materials only for a contem- 
porary new residence to a lady owner 
with a lady architect and a lady interior 
decorator. Should have left this for a 
lady salesman.” 

“Cut advertising to lower costs.” 

“Not advertising advantages the cus- 
tomer gets by letting us help him.” 

“Giving an estimate on a package job 
without itemizing work we would per- 
form.” 

“Not making certain a job was secure 
before starting work.” 

“Failing to realize how much sales po- 
tential there was in my area.” a 

“Hiring a smooth-talking salesman 
who, in eight months, cost me thousands 


of dollars in business and good will. It 
took another $1,000 and more than a year 
to satisfy all the complaints and reestab- 
lish good will.” 


AS AN EMPLOYE 


“Neglected to demand 50% ownership 
when I joined my firm eight years ago. 
Since that time we have gone from zero 
to $400,000 net worth.” 

“Believing everything the boss told me 
about our company before I was hired. I 
should have checked first!” 

“Being content to remain a worker, not 
trying to become a boss.” 

“Leaving a good job because I couldn’t 
communicate with top management. My 
boss was making serious mistakes; he 
later was fired. Had I remained I would 
now have his position.” 

“Assuming my bosses were always right 
and never trying to persuade them my 
ideas had some merit, too.” 

“Entering a family firm without getting 
a clear picture of its goals.” 

“Accepting a job with co-owners who 
hadn’t attended a workshop—hence was 
unable to put my knowledge to work.” 

“Not knowing workshop training was 
available five years ago when I had a 
chance to go into business for myself. I 
did not have the confidence then to take 
the step.” 


IN CREDIT & FINANCING 


“Failed to check a _ big-talking con- 
tractor’s credit.” 

“Took repair jobs without proper se- 
curity to back me up.” 

“Sending, not escorting, customers to 
get financing.” 

“Being too easy in allowing customers 
extras in package deals.” 

“Not putting in a credit system.” 
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Hyster Challenger 100 and 120—first trucks 
designed specifically for five and six ton loads 


Only 5 and 6 ton pneumatic 
designed for the retail yard — fastest lift and travel speed in capacity class 


HYSTE rR has it | Optional Dual Range Hystamatic—the proved 
= power shifted transmission. 


Unexcelled accessibility for servicing. 


Shortest turning radius — power steering — 


Call your Hyster dealer, or write for literature. 


INDUSTRIAL TRUCK DIVISION—Lift trucks, mobile cranes, straddle carriers 

TRACTOR EQUIPMENT DIVISION —Construction and logging equipment M 

MARTIN TRAILER DIVISiON—Heavy machinery hauling trailers : HYSTER co PA NY 
INTERNATIONAL DIVISION-—— Overseas manufacturing, sales and service INDUSTRIAL TRUCK DIVISION 


Factories: Portland, Oregon (Home Office) e Danville, lil. « Peoria, lil. e Kewanee, Ill. « 
Nijmegen, The Netherlands « Glasgow, Scotland e Sao Paulo, Brazil « Sydney, Australia (Licensee) 


P.O.Box 847 7 Danville, lilinois 
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THE FINANCIAL PATH TO LAND DEVELOPMENT—A TYPICAL CASE 


























DEALER SALES CONTROL 
(See Page 5) 


Basic Financing and Organization 


long-term credit transac- 


Adequate financing is a prerequisite to any successful land ven- 
ture. This first of two articles devoted to financing discusses 
types of organization most suitable for land development; legal 
considerations; how to organize for tax advantages. 


By Robert O. Harvey 
Professor of Finance 
University of Illinois 


HERE ARE NO SECRETS about 
financing land development. The 
first step is creation of a sub-division 
which merits financing—a _ well-con- 
ceived project has a better chance of 
competing for capital than a “dog.” 
Then you can use standard financial 
instruments and sources of funds 
suited to a particular problem. 
Financing phases. Four separate 
kinds of financing problems are in- 
volved in a complete development 
project. They are the financing of 
land acquisition; conversion of raw 
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land to building sites; construction of 
the buildings and purchase by con- 
sumer. 

The order in which the financing 
arrangements are made is not neces- 
sarily the same as the order in which 
the work is done. 

A complete project in which the 
building of houses by the developer 
is contemplated is likely to start with 
some arrangement to reserve the 
land for the developer while he sets 
about to arrange for mortgage financ- 
ing for final purchasers. 

The key to successful development 
is the final sale of the product. There- 
fore, developers are reluctant to com- 
mit irrevocably for the purchase of 
land and land sellers are reluctant to 


agree to 


tions; suppliers of credit for the de- 


velopment and construction phases 
are usually unwilling to advance 
funds unless there is assurance that 
mortgage money will be available to 
finance the sale of completed units. 

You see in the illustrations above 
the financing path of a typical land 


development project. 

Business . Land de- 
velopment involves special problems 
and ordinarily should be separated 
from other activities. The lumber 
dealer undertaking a land project 
should expect to create at least one 
entity apart from the lumber busi- 
ness to engage in the land develop- 
ment project in order to protect the 
material supply business from specu- 
lative land project risks. 

The risks of land development and 
speculative building frequently justify 
the use of several business entities to 
diversify risks, increase flexibility of 
operations and increase the capital 
attracting entities. 

The tax implications of the use of 
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THE PAY OFF 





Disbursements from the land development loan could be used to buy the raw land. Proceeds from 


the construction loan could be used to pay off the development loan. In turn, proceeds from the 
final mortgage loan could be used to pay off the construction. 





several organizations are many and 
while there sometimes are tax advan- 
tages to the use of multi-unit arrange- 
ments, the tax advantages should be 
thought of as merely by-products of 
sound business planning and defenses 
against risk. 

The forms of business organiza- 
tions available to land developers are 
the standard types used for all busi- 
nesses: proprietorship, partnership, 
corporation trust and syndicate. The 
forms of organization are generally 
well known except the trust and the 
syndicate; therefore, these two are 
described. 

The trust when used as a business 
organization works like this: title to 
assets is conveyed to a trustee, who 
holds the title to the assets and con- 
ducts the business of the organization 
for the benefit of whoever may have 
been designated by the creator of 
the trust. The beneficiary of the trust 
may be the same person as the crea- 
tor; furthermore, there may be any 
number of beneficiaries. The interest 
held by a_ beneficiary is personal 
property and may be freely transfer- 
able by assignment. 

The control of the trust may rest 
with the beneficiaries who are given 
the power to direct the trustee with 


respect to the administration of the 
trust affairs. The opportunity for sep- 
arating the ownership of the trust 
assets and their control cloaks the 
trust with many of the attributes of 
a corporation, limitation of personal 
liability and multiple interests in par- 
ticular. 

A syndicate is a group of persons 
or entities doing business together in 
a particular venture, but is not a 
group which is organized in any stand- 
ard way. A syndicate may be formed 
through the use of any of the usual 
multiple interest business forms (part- 
nerships, trusts, corporations) or 
through the use of the tenancy in 
common, a method of holding jointly 
title to real estate by two or more 
persons. 

The tenancy in common is not a 
form of business organization which 
exists independently of the individuals 
comprising it. Each tenant in com- 
mon in the ownership of real estate 
has an undivided interest. Each party 
is personally liable for thé activities 
of the group. 

All tenants in common must join 
in a decision for action and a decision 
by one participant to destroy the ten- 
ancy can end the syndicate. The syn- 
dicate need not be destroyed by the 
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death of one of the participants, but 
the settlement of claims of heirs and 
the transfer of individual interests is 
complex. 

The choice of the form of business 
organization to use to effect a de- 
velopment project is a business deci- 
sion, which is cloaked with legal com- 
plications. The lumber dealer deter- 
mines the nature of his business prob- 
lem—that is, what he wishes to ac- 
complish over what period of time 
and under what circumstances. 

In making his plans, the dealer 
should know about business organi- 
zation attributes and build a frame- 
work of a plan for the activities. The 
dealer needs the services of legal 
counsel to aid in the formation of the 
plan and to create the form of organi- 
zation which will reflect as closely as 
possible the requirements of the busi- 
nessman. 

His responsibility is to know what 
it is he wishes to accomplish and the 
lawyer’s job to arrange for the imple- 
mentation of the idea and to create 
the appropriate framework. 

Attributes of business organizations 
are presented for the consideration of 
would-be developers. These can be 
helpful in determining how to organ- 

(continued on next page) 
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Where Dealers Find Land Money 


Here are some direct and indirect dealer avenues leading to 
smoother, more economical financing. 


INANCING is one of the foremost 
problems in land development 
faced by the average dealer. That this 
problem can be solved is illustrated by 
the experiences of a variety of dealers. 
For example, Frank Maher, Louisi- 
ana (Mo.) Lumber Co., has contacted 
lenders as far away as 100 miles. 
First, he sends a letter, then makes 
personal contact with those lenders 
who expressed an interest in the 
yard’s housing program. 

As Bob Bahnsen, owner, Swan & 
Bahnsen Lumber Co., Moline, Ill. 
points out, since the purchase of raw 
land cannot be financed by a mort- 
gage, the dealer needs cash or a 
good line of general credit in order to 
swing such a deal. 

However, under current federal in- 
come tax laws, it is the rare owner 
who demands all cash. The usual 
deal, he finds, calls for 29% of the 
purchase price in cash, the balance 
payable in the next four years or 
more. 

The reason for this is that if the 
land seller keeps his first years’ re- 
ceipts below 30%, he can call the deal 
an installment sale. He then pays cap- 
ital gains tax only on the payments as 
they are made, rather than on the 
entire sale price. Costs of land de- 
velopment are high and going higher, 
Bahnsen reports. A good saleable de- 
velopment must have paved streets, 
gutters, all utilities in place and paid 
for, so that no special assessments 
will be needed later. 

“In the properly-planned develop- 
ment, getting financing for home 
building is easy,’ Bahnsen says. He 
aims to produce finished building lots 
which will have a market value of 
15% to 18% of the value of the home 
to be built there. 

Municipal help. In Cleveland, Miss., 
dealer Jack Nowell has been helped by 
the city installation of sewer and wa- 
ter lines, which cut preliminary costs. 
Asked what a dealer could pay for 
development money and still make 
money, Nowell replied: 

“You would have to pay at least 
6% on any kind of loan, but you can 
still make a profit.” 

“IT own the lots as an individual 
and the lumberyard is a _ corpora- 


ize a venture separate from the lum- 
ber business. 

1. Problems of starting. The pro- 
prietorship and partnership are typi- 
cally the easiest to start in terms of 
legal regulation and the necessity for 
detailed agreements, but the ease cf 
starting is not often likely to be a very 
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tion,” explains Nowell. “I do not get 
capital gains on the lots. The internal 
revenue people claimed that I was in 
the real estate business. So the deal 
we made with them is that if I start 
buying acres and developing it into 
lots, I cannot get capital gains. But 
on individual lots bought at random, 
they allow me capital gains.” 

Asked at the Southwestern conven- 
tion if it is more advisable for a yard 
to finance this type of operation 
100% or get outside money, Warren 
Pixley, manager of land development 
and housing for the Long-Bell chain, 
replied: 

“If the builder is providing the fi- 
nancing himself and it is his money, 
we are very happy to see him put 
part of his money into it. Naturally, 
it will make our net return more 
profitable and we have more security 
because we operate with first mort- 
gages. 

“We have in some instances oper- 
ated behind first mortgages and still 
financed in one way or another the 
construction of houses. We don’t es- 
pecially like to operate behind some- 
one else’s mortgage.” 

Colorado example. George V. Stein, 
president, Currell Lumber Co., with 
headquarters in Lawton, Okla., de- 
scribes their financing setup in Boul- 
der, Colo. as follows: 

“We buy the lot and sell it to the 
builder, receiving a note and second 
mortgage in return. The builder is 
able to get construction financing and 
the financing institution takes a first 
mortgage on the house and lot. This 
mortgage is prior to ours. However, 
we like this procedure because we 
are paid for our materials every 30 
days and our only risk is the value of 
the lot. We gladly take that risk to 
keep money turning. 

“We like to operate as a team con- 
sisting of the builder, the developer 
and the materials man,” added Stein. 
“In the smaller areas, the developer 
usually doesn’t have enough money 
to carry out the development himself. 
The builder in the small area doesn’t 
have the money to advance the de- 
veloper, so we have stepped into the 
picture and agreed to purchase 
lots. We usually try to purchase 


important factor in determining 

choice of an organization. The de- 
tails which have to be dealt with in 
the creation of a corporation, typical- 
ly the most complex of the business 
forms are probably not sufficient 
obstacles to interfere with a decision 
to incorporate, a process dictated by 
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over a years’ supply of lots or no 
more lots than are necessary to cover 
the development cost. The developer 
then has something to take to the 
banker as collateral for his develop- 
ment costs. 

“In this manner we are not forced 
to pay out any money until the lot is 
actually ready for a housing start. 
We usually purchase these lots at a 
10% discount, which gives us addition- 
al profit. And all the materials come 
from our yard.” 

There are many cases of dealers 
who have lined up individual investors 
for their land development program. 
E. M. Mead, Fort Morgan, Colo., 
has a land program supported by the 
local druggist, feed dealer, a dry 
cleaner and other businessmen in his 
city of 9,000. Thompson Lumber Co., 
Champaign, Ill. started a similiar pro- 
gram in 1956 with financial aid from 
a doctor, heavy construction contrac- 
tor and a road builder. Jim Brown, 
J. C. Ames Lumber . Co., Streator, 
Ill., got money from a local savings 
and loan association after sparking a 
city referendum for new schools and 
a sewage plant tied to his land de- 
velopment program. 

Twenty-six investors. Dealer Mer- 
ritt Ludwig has gone even further in 
this direction with his Douglassville 
Development Corp., Reading, Penna. 
This 96-acre tract will be fully im- 
proved with blacktop streets, curbs, 
gutters, street lighting, utilities and 
sanitary sewers. 

The corporation is owned in equal 
shares by 26 local business and pro- 
fessional men, each paying an initial 
$5,000 in 1957 and another $5,000 
one year later. Besides Merritt, in- 
vestors include a banker, three gen- 
eral contractors, two plumbing con- 
tractors, an excavating contractor, 
two new car dealers, a used car deal- 
er, an accountant, a high school 
teacher, an attorney and four business 
executives. 

Each investor paid $5,000 for one 
share of stock. After raising the mon- 
ey, the land was bought, then mort- 
gaged through a lending institution to 
get working capital for planning 
and development. 

Lots are sold to builders and indi- 
viduals who are free to buy materials 
from any company they choose. Lud- 
wig believes his yard has sold lumber 
and building materials for about 80% 
of the homes. One drawback to this 
arrangement: amateurs in land plan- 
ning have equal voice with profes- 
sionals. 


laws of the various states. 

A trust can be very simple to cre- 
ate, but if it is to bring together sev- 
eral people for a long-term project, 
its inception may be more difficult 
than incorporation. The tenancy in 
common syndicate is simple to create 
as far as ownership of property is 
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concerned but the accompanying 
agreements are often very involved. 

In summary, the total process of 
creating a business with two or more 
people requires considerable atten- 
tion to detail, which varies from busi- 
ness type to business type but the 
overall efforts are archery. not vast- 
ly different. 

The problems of starting usually 
differ more because of the complex- 
ity of the undertaking than the pe- 
culiarities of the type of organization. 
The choice of organization to be used 
should be guided but little by the dif- 
ficulties of putting together a_par- 
ticular legal type. 

2. Limitation of liability. Limita- 
tion of liability is one of the very im- 
portant factors to consider in devel- 
opment projects because, no matter 
how careful an entrepreneur is in his 
planning, the risks of land develop- 
ment and speculative building persist. 
Proprietorships, most partnerships and 
tenancy in common syndicates do not 
provide the developer with a limita- 
tion of liability. 

The types of organization do not 
exist as entities completely separate 
from the individuals owning them; 
therefore, difficulties of the operation 
are extendable to the assets of the 
individual owners. 

In contrast, the corporation and 
the trust carry limited liability char- 
acteristics because these organizations 
exist as entities separate from the in- 
dividual owners or beneficiaries in 
which case the claims against the op- 
eration may not extend beyond the 
assets of the entity itself. 

The advantage of the limitation of 
liability is that an investor can deter- 
mine exactly what share of his assets 
he is willing to venture and have pro- 
tection against levies on assets in dis- 
associated activities. 

3. Permanence of organization. Or- 
ganizations other than the corpora- 
tion and the trust are relatively frag- 
ile in terms of continuity. The corpo- 
ration and usually the trust exist sep- 
arately from their owners; conse- 
quently, the death of one or more 
owners or the desire of some to ter- 
minate ownership does not prevent 
the company itself from continuing 
with new owners. 

Proprietorships and partnerships 
are terminated by the death of a par- 
ticipant. A partner or a tenant in com- 
mon may terminate the venture by 
requiring that the assets be liqui- 
dated (although, a tenant in common 
may sell his interests without termi- 
nating the venture). 

Development projects of a very 
large scale relative to a_ particular 
community and to the personal assets 
of the promoters probably should 
avoid forms of organization which 
might be terminated by death or by 
a desired change of ownership. Small 
involvement, short-term ventures, per- 
haps of less than six months expected 
duration, may not require perma- 
nence of organization, but the protec- 
tion of permanence and continuity 
are recommended. 
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4. Attracting equity capital. Equity 
capital is ownership money in a busi- 
ness. The types of business in which 
the ownership may be divided into 
relatively small parcels and in which 
there is limited liability typically 
have advantages in competing for 
equity funds of investors. 

This is not universally the case be- 
cause particular investors may wish 
to accomplish something which can- 
not be effected with a limited equity 
share, but usually whenever the own- 
ership is readily divisable into small 
limited shares, the sources of capital 
are increased. 


DENISTON 


The corporation and the trust have 
advantages with respect to this char- 
acteristic; limited liability partnerships 
are also possible but are fairly com- 
plex in design and relatively cumber- 
some for large numbers of people. 

5. Attracting credit. The limitation 
of liability attributes of companies 
can be a detriment in the obtaining 
of credit. In order for a relatively low 
equity corporation or trust to obtain 
credit, the chief equity investors may 
be required to pledge personal assets 
as security for company borrowing. 
While this offsets the limitation of lhi- 

(continued on next page) 
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under the head and down the shank. 
When the nail is driven, the hole around 
the nail is plugged with lead and the 
break in the metal is completely covered, 


| to form a perfect double seal. 
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locking bump. As the “bump”’ is forced 
through the sheet, the sheet springs back 
over the bump—this effectively prevents 
the nail from working out. The nail, lead 
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6,000 pounds of pressure is used to 
compress the lead cold, both over and 
under the steel head of the nail as 
well as down the shank. The lead forms 
a perfect seal in the hole made by 
the nail. Heads will not “pop” off 


Ring 


Shank from 


BRIGHT OR GALVANIZED 





expansion and contraction of 


roofing nor from wind vibration. 


ie | 


Shipped in 50 Ib. cartons. Literature and price information available from your jobber or write direct. 


‘THE DENISTON COMPANY 


| 





49th &South Western Avenue « 


IN CANADA: EASTERN STEEL PRODUCTS CO.. LTD. 


Chicago 9, Illinois 


PRESTON, ONTARIO 


Circle No. 42 on Handy Cover Card 








LAND DEVELOPMENT 
(begins on page 66) 





ability features to some extent, there 
is still the opportunity for the pledg- 
ing of selected assets. 

Organizations whose existence is 
separate from the life spans of own- 
ers and the individuals comprising the 
ownership have some credit attract- 
ing advantages because the company 
does not terminate with changes in 
the ownership. The relative perma- 
nence of organization of corpora- 
tions and trust represents a credit 
advantage, particularly if the entity’s 
borrowing power is supplemented by 
the personal pledges of owners. 

6. Transfer of ownership. Partner- 
ship interests are not readily transfer- 
able, but multiple interests held in 
the other kinds of organizations are 
easily transferable. A sale of an inter- 
est in a tenancy in common syndicate 
is through a real estate conveyance 
which requires a deed and probably 
involves a public recording. 

Transfers of corporate stocks and 
trust participations may be made by 
an unrecorded assignment of certifi- 
cates. Typically these assignments are 
uncomplicated transfers. The corpo- 
rate and trust advantages are the ease 
of transfer and the privacy of own- 
ership. 

7. Regulation. Corporations are 
regulated more than any of the other 
forms of organization. The trust is 
probably next to the corporation. The 
control exercised by states is not usu- 
ally a very important factor in se- 
lecting which form of organization to 
choose. Carefully-drawn articles of in- 
corporation and trust documents give 
flexibility of operation while the addi- 
tional burdens offset the advantages 
of the trusts and corporations. 

8. Control. The control of a ven- 
ture may be maintained with a small 


Tax Advantage 


ERE is an illustration on the use 
of the fiscal year for tax ad- 
vantage. 

Assume that there is a land project 
which will require two calendar years 
to complete, if sales are satisfactory. 
If the project is a success, the net 
earnings of the corporation will aver- 
age $3,000 per month. 

Over the two-year span, the total 
earnings would be $36,000 per year, 
with $25,000 taxed at 30% and $11,- 
000 taxed at 52%. The taxes for each 
year would be $13,220 or $26,440 for 
both years. 

If the corporation declared the first 
fiscal year at the end of the first eight 
months of operation, at which time 
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investment relative to the total capi- 
tal required in an organization in 
which there is a company entity sep- 
arate from the individual owners. 
Both the corporation and the trust 
require definite arrangements for 
management by the nature of the en- 
tity; that is, there is always an iden- 
tified control group or person. 

Partnerships are not so clearly struc- 
tured for management purposes be- 
cause any general partner is ordinar- 
ily able to commit the partnership 
and the degree of influence of a 
partner is in proportion to his share 
of the partnership. 

A less-than-majority stockholder 
may control a corporate board of di- 
rectors by obtaining proxies to cast 
the votes of other stockholders and a 
developer using a trust may attract 
other investors to a trust which stipu- 
lates that the management of the trust 
be vested in the original promoter. 
The advantages of the trust and the 


in Fiscal Year 


the net earnings were only $24,000, 
the a in the first year would be only 
During the next 12-month period, 
the tax on income would be $13,220. 
During the last four months of the 
actual operating life of the corpora- 
tion, the income would be $12,000 
and the tax, $3,600. 

The total taxes paid under the three 
fiscal years approach would be $24,- 
020 or $2,420 less than under the 
calendar year approach. The fiscal 
year approach depends upon careful 
planning by the subdivider, so that 
the net income to the corporation may 
be measured accurately and be known 
in time to be of use in tax planning. 


corporation are in the identification 
of the location of executive authority 
and the opportunity for a promoter 
to control in greater proportion than 
his equity share. 

9. Taxation. The organizations 
which do not exist separate from the 
individuals in them usually do not pay 
a franchise tax and are not, ordinar- 
ily, subject to income taxes. How- 
ever, it is not possible to assert that 
there are universal tax advantages or 
disadvantages for a particular type of 
organization. 

The income tax liabilities differ for 
proprietorships, partnerships and cor- 
porations. An organization may re- 
quest or involuntarily be taxed as one 
or the other regardless of the actual 
form of the business. 

A listing of the tax characteristics 
of organizations follows: 

(a) Corporations pay taxes as en- 
tities. The impact of both federal and 
state taxes must be calculated. The 
federal income tax on corporations 
is 30% of the first $25,000 of net in- 
come and 52% of the excess. Indivi- 
duals pay a tax which starts at 20% 
and moves progressively upward to a 
peak surtax rate of 91%. 

(b) Dividends paid by a corpora- 
tion are payable out of taxable in- 
come and are taxed as personal income 
of the recipients; therefore, corporate 
produced income is taxed twice. 

(c) Salaries paid by corporations to 
officers, who may also be stockhold- 
ers, are expenses of the corporation. 
The salary payment in part offsets 
the double taxation penalty on corpo- 
rations. 

(d) The fiscal year is readily avail- 
able to corporations, but not easily 
available to partnerships. A new cor- 
poration may select a tax year other 
than a calendar year. Land develop- 
ment corporations, which usually have 
lives limited to the time required for 
the development of a particular tract, 
perhaps three or four years between 
the formation and dissolution of the 
company, may spread the earnings of 
the corporation over more tax years 
than calendar years. The extra tax 
years may permit the corporation to 
limit its taxable income to under $25,- 
000 for some tax years. 

(e) A corporation may accumulate 
reserves of $100,000 which are set 
aside before taxable income is calcu- 
lated; therefore, a corporation can re- 
duce its taxable income. The corpo- 
ration which accumulates reserves 
may distribute the proceeds from the 
liquidation of reserve accounts when 
the corporation is dissolved. If the 
stockholders of record are eligible to 
have their returns classed as long- 
term capital gains, the tax on the dis- 
tribution amounts to 25% of the gain. 
The liquidation of reserves at the dis- 
solution of the corporation allows 
stockholders to avoid graduated per- 
sonal income tax rates on the pay- 
ments from the corporation. 

Land development and building op- 
erations are frequently planned so 
that they automatically fit the require- 
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ments for using the reserve accumu- 
lation idea. Most projects usually do 
not have an expected life of more 
than four or five years. 

Possible community and _ techno- 
logical changes in land use, changes in 
regulations on the use of land and 
the risks of land speculation warrant 
limiting the planned life of a particu- 
lar venture. In addition, the prudent 
development firm will accumulate re- 
serves against market failures and 
provide the funds for future expan- 
sion, if expansion should become war- 
ranted; therefore, reserve accumula- 
tion is ordinarily a sound idea for a 
land development firm. 

There are circumstances under 
which stockholders can lose their 
rights to accumulated reserves at cap- 
ital gains rates. The peril is that a cor- 
poration may be classed as a “col- 
lapsible corporation” in which case 
the proceeds of the dissolution of the 
corporation would be taxed at ordi- 
nary rates. 

If a corporation exists as an inde- 
pendent operating entity for a period 
of more than three years and engages 
in land development and/or house- 
building and pays taxes on net in- 
come, there is little doubt that the 
payments to stockholders from the 
dissolution of the corporation would 
be taxed as capital gains. 

(f) The technical organizations of 
a company does not always deter- 
mine whether it will be taxed as an 
entity or whether the participants 
will be taxed as individuals. Organi- 
zations which have the characteristics 
of corporations (limited liability, cen- 
tralized management, continuity of 
life without regard to changes in own- 
ership whether they be from sales or 
death) usually are taxed under the 
same rules as corporations. 

Some non-corporate forms may 
elect to be taxed as corporations. 
Corporations with fewer than 
stockholders and only one class of 
stock under certain circumstances 
may elect to be taxed as partnerships 
(a land development company prop- 
erly organized could qualify). 

Corporations occasionally may lose 
their identity for tax purposes and 
the stockholders may be compelled to 
pay as eigen in a partnership 
if it appears that the multi-corporate 
arrangement has no function other 
than the division of income among a 
number of companies, each accumu- 
lating reserves for subsequent dissolu- 
tion. 

Multi-corporate arrangements are 
common in land development and 
their use often means production ef- 
ficiency as well as risk diversification. 
Wherever multi-corporate arrange- 
ments call for the assignment of func- 
tions such as land development, build- 
ing, sales and material supply to the 
different firms and these companies 
deal with each other at “arms length,” 
the corporate tax status is relatively 
safe. 

Also, if it is clear that a project is 
developed in increments assigned to 
separate companies for the purpose 


of diversifying risk or if many com- 
panies are used to expand the sources 
of equity capital or credit, the corpo- 
rate status for tax purposes should 
be secure. 

10. Which type organization? The 
decision which type organization to 
use should be made by the dealer in 
terms of his circumstances and what 
he wishes to accomplish. Most of the 
advantages lie with a form which al- 
lows for the limitation of liability and 
continuity of life. 

The chief disadvantage of the cor- 
porate “eg is the tax on the in- 
come of the entity itself, although this 
deficiency can sometimes be miti- 
gated. The reserve accumulation pro- 
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vision mentioned before helps and it 
is possible for developers to finance 
corporations with relatively small 
equity contributions and large invest- 
ments in the form of loans to the 
company. 

Interest on the loans is an expense 
to the company and the principal re- 
payments to the lenders are not in- 
come and therefore not taxable to 
them. 

The loan is a common device for 
getting capital into and out of the cor- 
poration without having earnings on 
the investment taxed in the corpora- 
tion. 

Development companies more of- 

(continued on next page) 


Erickson is carefully building a sound, sub- 
stantial dealer organization in North America. 
Only experienced dealers are being selected— 
who will have Erickson Fork and Platform Lift 
Trucks on display; who will carry parts and 
be equipped to render a complete repair and 
maintenance service to all industrial truck users. 


The two Erickson Trucks shown here— Model 
FK-80 and Model F-4W—are very popular 
for lumber yard service. With large pneumatic 
tires and excellent balance, they are unexcelled 
for traction. 


Erickson’s unique design in sideshifters pro- 
duces no lost load center. Erickson trucks with 
sideshifter retain their full rated capacity. 


Write for catalog and name of 
your nearest Erickson sales- 
parts-service headquarters. 


ERICKSON POWER LIFT TRUCKS, INC. 


267 St. Anthony Bivd. N. E., Minneapolis 18, Minn. 
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The only shutters with 
all the feaTiares, 
home owners want! 


Aluminum Shutters 


No other window shutters on the market... 
metal or wood . . . can match new LoManCo 
Beauty Line Aluminum Shutters for the com- 
bination of features and advantages builders 
and homeowners want! These rugged LoMan- 
Co shutters, with one piece aluminum slats 
locked into a heavy continuous aluminum 
frame, look good and last a lifetime! They 
provide the deeper shadow lines which set 
off and enhance the appearance of any win- 
dow. They come from the factory completely 
assembled, with pre-drilled corner holes 
equipped with eyelets for faster easier mount- 
ing. And they're factory painted white ready 
for trim color. Investigate LoManCo Beauty 
Line Aluminum Shutters today. Ask your dealer 
or jobber, or write for infermation. 





% 100% Aluminum Construction . . . no rotting, warp- 
ing, cracking or splitting 
% One piece aluminum slats locked in continuous 
frame ... strong, durable, yet lightweight and 
attractive 
% Completely assembled ready for mounting ... fur- 
nished with pre-drilled corner holes and eyelets and 
mounting screws 
% Factory painted white ready for trim color...no 
prime coat necessary 
% Complete range of 16 sizes for all standard windows 
America’s Most Complete 
Line of Aluminum 
and Galvanized Louvers! 


ver 


MANUFACTURING CO. 


3603 Wooddale Avenue @ Minneapolis 16, Minn. 


nn nnn 
| Gentlemen: Please send me complete information on your new Beauty-Line Aluminum Shutters, 
- Name x 5 ene : 
| Address : : ao j | 
. | 
| | 
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LAND DEVELOPMENT 


(begins on page 66) 





ten than not use the corporate-type of 
organization. Projects which include 
house building, as well as land sub- 
dividing, are usually carried on with 
at least three coordinated corpora- 
tions. Among their most common 
functions are land development, house 
building, financing, sales and supply- 
ing materials. 

(The first article in this series, 
April 11, discussed the potential mar- 
ket, trained manpower, site selection 
and land costs. In the nexi article on 
financing, Dr. Harvey will cover avail- 
able money sources for land develop- 
ment with some specific illustrations 
showing how financing can be han- 


dled.) 





FASHION SHOW 
(begins on page 28) 





employed by the men “models” with 
Lewis’ remarks bringing many laughs 
from the audience of dealers. 

Products covered and demonstrated 
included: 

Daryl Products showing “Patio 
Magic” aluminum sliding doors in 
many price ranges. 

Wood-A-Lume featuring prime 
windows, which combine the qualities 
of both wood and aluminum in a sin- 
gle unit. 

Nu-Trend displaying the firm’s qual- 
ity aluminum combination doors, 
which are boxed and can be consum- 
er-installed in about 10 minutes. 

Crossly prime awning windows 
with integral fin trim, lowers the in- 
stalled costs when used in masonry, 
brick veneer and frame construc- 
tion. 

Universal Fabricators new “Touch- 
O-Matic” jalousie windows, which 
open at the press of a button. 

Versa Railings and columns—the 
do-it-yourself product line, which now 
includes lanterns and posts. 

Bildisco’s own line of Satin-Tilt and 
Style-Tilt aluminum combination win- 
dows. 

Columbia-matic pre-hung folding 
doors, which can be installed with 
simple tools in two minutes. 

National Aluminum siding for verti- 
cal installation and vertical aluminum 
paneling with a wood fibre backer 
board. 

Lamilux fiberglass panels have a 
special ingredient “Heet-bloc” to con- 
trol light transmission. 

Style-rite shower and tub enclo- 
sures, a quality line with restrained 
styling. 

Bildisco also now offers dealers in- 
stalled specialty products. They have 
a qualified crew of mechanics who 
will apply aluminum siding and other 
items sold by the retailer. 
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OVERLAPPING OUTSIDE CORNERS IMPROVED DRIP EDGE 


Which of our 
49 building shapes 
will your next 
customer ask for? 


No builder ever needs all 49 of our 
building shapes for any job. Yet most 
of your customers need some of 


them for nearly every job. 
So, unless you're an we 
expert at second- 7 : —- 


guessing your customers, 
it will pay you to stock 
all the shapes popular in 
your area. If you have 
what they want—when 
they want it—they'll keep 
coming back to you for 
all their metal building 
products. 

Write today for complete 
information. 


DRIP CAPS 





QUAKER STATE METALS COMPANY, Box U-1167 
LANCASTER, PENNA. 


Gentlemen: Please send me the profit story on your complete 
line of building shapes, both aluminum and galvanized, 

HT i Also, send folder telling me about the rest of your line of 
npc metal building products. 


- Ee tt ne bl 2: Ss - 


QUAKER STATE METALS COMPANY frm Nome, 
LANCASTER, PA. Address 
A Divison of HOWE SOUND COMPANY a Zone____State 


Name. 

















tam a [_} Dealer (} Distributor 
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MINERAL WOOL INSULATION is being 
blown into the attic of a church by this 
crewman, one of 15 Red Mill building 
mechanics working within a 40-mile ra- 
dius of Traverse City, Mich. 


/ 
SS 


DEALER SALES CONTROL 
(See Page 5) 


IMPORTANCE OF INSULATION is 
stressed by salesman George Cozzens 
to prospect Walter Younglas. As Tra- 
verse City grows as a winter resort, 
insulation business grows better. 


New Application Department Does 


$200,000 in Second Year 


By furnishing both materials and labor, Red Mill Lumber Co. 
has developed growing insulation and built-up roofing busi- 


ness. 


TRAVERSE City, MICH. 

HEN he was selected to head 

the application department of 

Red Mill Lumber Co., John Timm 

was asked by president Bob Dean if 

he thought he could do $50,000 the 
first year. Timm said yes. 

At the close of the first 12 months, 


74 


total volume was almost $75,000. In- 
creasing steadily since then, the vol- 
ume for calendar 1959 was close to 
$200,000. 

Dean set up the application depart- 
ment as part of his policy of trying 
to provide the best possible service to 
the Grand Traverse Bay region. Pre- 


viously Red Mill Lumber Co. had rec- 
ommended local contractors to its 
customers rather than doing work it- 
self. 

“Although we recommended com- 
petent contractors who would work 
at fair prices, we had no control over 
the jobs,” Dean explained. “If some- 
thing was wrong with a job it reflect- 
ed on us because we had recommend- 
ed the contractor. 

“Now we are in complete control 
of the job from beginning to end. We 
gladly accept all responsibility. In re- 

(continued on page 76) 
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SPECIAL OFFER to dealers on NEW 


DAP -.:.5 SPACKLING 





you get this 


FREE CASE 
of 24 half-pints 


WORTH $14.16 


to you at retail! 


DEALER THIS Ig YOUR 


FREE Case 








eee when you place 


THIS: ORDER 
that brings you 


50% PROFIT 





1 case of 24 half-pints 
2 cases of 24 pints 
1 case of 6 quarts 


DEALER COST .... . $42.88 
DEALER PROFIT .. . $42.74 





This is an introductory offer—and it’s a good one! 
It ends May 31, 1960. It’s built on a new DAP product 
you’d be proud to sell without the promise of extra 
profit. And DAP backs this offer on new Vinyl Paste 
Spackling with a complete national advertising pro- 
gram to MILLIONS in top national magazines to 
make sure you get the pre-sold prospects you need 
—fast—to sell out your Spackling order fast! You'll 
get colorful display banners, too. 

DAP Spackling will be a real repeat sale item for 
you. Countless uses for every customer who shops 


your store. And this new Spackling product is so easy 
to use. Ready-mixed. Creamy smooth, bright white, 
fast drying! Sticks tight even when sanded to a fine 
feather edge. Thixotropic! That means it stays fresh 
in the can. 

New DAP Vinyl Paste Spackling is a quality com- 
pound that deserves a place in the complete quality 
line of DAP caulking, glazing and sealing products 
—and deserves a place in your store. Call your whole- 
saler to order your “FREE CASE” Special right now. 
Send coupon if you need his name and address. 


SELL THE FULL DAP LINE FOR FULL’ DAP PROFITS 


® 


Nationally advertised to millions 
in leading national magazines like these: 
The Saturday Evening Post * Mechanix Illustrated 
Popular Mechanics * Sunset * The Family Handyman 
Home Maintenance & Imprevement 


Dicks-Armstrong-Pontius, inc., Dayton, Ohio 


I want to order this “FREE CASE” Special, and need the 
name of my nearest wholesaler. A 


Name 





Title 





Store Address 





City 
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PREVENTIVE MAINTENANCE ADVERTISING prompted an in- 
quiry that led to this Red Mill Lumber Co. application depart- 
ment re-shingling job. Old roof is being covered by asphalt 


shingles. 





APPLICATION DEPT. 


(begins on page 74) 





turn, we are making a reasonable prof- 
it on labor and materials.” 

Divides department. In 1958 Dean 
divided the application department 
into two divisions—application and 
built-up roofing. Timm was named ap- 
plication division manager, handling 
shingle roofing, siding, insulation, 
storm windows, weatherstripping and 
awnings. Jack Vanderley joined the 
department as manager of the built-up 
roofing division. Together, the two 
men have 40 years experience as in- 
dependent roofing, siding and insula- 
tion contractors. 

Employing 15 men, the department 
does most of its work within a 40- 
mile radius, although it has handled 
jobs as far as 100 miles away. 

“People are willing to pay the cost 
of transporting our men and equip- 
ment long distances because they are 
confident we'll do a good job using the 
best materials,” Vanderley said. 

Even though the application depart- 
ment competes with several independ- 
ent contractors for work in the Grand 
Traverse region, Timm says there is 
plenty for everyone. “We could in- 
crease our volume considerably if we 
could get good salesmen,” he added. 
“The work is there; our problem is 
finding the men to go out after it.” 

Newspaper display ads and radio 
spot announcements are used to ad- 
vertise the Red Mill department. Tele- 
vision and direct mail advertising is 
used occasionally. Copy stresses the 
importance of preventive maintenance, 
free inspections without obligation, 
firm estimates and financing tailored 
to the customer’s budget. Seasonal ads 
remind the public that now is the time 
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to check the roof or weatherproof the 
house. 

Inquiries keep the two managers 
busy so they seldom have time to do 
any canvassing, although both agree 
it pays off. Leads are regarded as op- 
portunities to sell a homeowner other 
items in addition to the specific job 
he inquired about. 


Points out need. “Many homeown- 
ers ignore needed replacements or im- 
provements, putting them off until an 
emergency arises,” Timm says. “Sell- 
ing the homeowner often requires 
nothing more than pointing out the 
need to him. When I visit a house that 
should be re-shingled, I point out that 
waiting until the roof starts to leak is 
‘penny-wise but pound-foolish.’ ” 


Timm says that half the battle in 
selling insulation is calling attention 
to its money-saving value. A clear ex- 
planation of how mineral wool can re- 
tard heat loss, reduce fuel bills and 
make the house more comfortable 
sells many jobs, he adds. 


“Not long ago I was measuring a 
house for a new asphalt shingle roof,” 
Timm said. “The owner remarked that 
he wasn’t sure he had enough insula- 
tion over his ceiling. I told him more 
insulation would pay for itself in lower 
heating bills and increased comfort. I 
upgraded the roofing sale by adding 
a contract for additional mineral wool 
ceiling insulation.” 


Insulation business grows. Develop- 
ment of Traverse City as a skiing cen- 
ter has caused insulation sales to in- 
crease every year. Houses built for 
summer occupancy are being remod- 
eled for cold weather. Service stations, 
motels and other businesses that for- 
merly operated only during warm 
months are insulating their buildings 
so they can remain open in cold 
weather. 


Rn 


OWNER BOB DEAN of Red Mill Lumber Co. is flanked by Jack 
Vanderley, left, built-up roofing division manager and John 
Timm, application division manager, as they study job plans. 


seta 


“Maximum insulation is an econom- 
ic and comfort necessity in a building 
that has electric heating,’ Timm says. 
“When ceiling, walls and floor are in- 
sulated to give high thermal resistance, 
electric heating is just as practical here 
as in areas with less severe winters. 
Our experience indicates savings in 
heating equipment cost as well as op- 
erating expenses justify use of as much 
insulation as possible.” 


Because asphalt shingles are suited 
to the cold climate and have enough 
“give” so they aren’t damaged in hot 
summer months, Timm advises using 
them on roofing jobs. He says their 
quality is consistently good and either 
seal-down or interlocking shingles hold 
well against the strong Lake Michigan 
winds. 


“Asphalt shingles have a better in- 
surance rating,” he says. “Years ago 
85% of all residential fires around 
here were roof fires. The figure has 
dwindled to 15% because asphalt 
shingles now cover most of the steep 
roofs.” 


Sales training. Dean’s policy of serv- 
ice starts with sales training. Each 
floor or yard man is a specialist in 
some phase of home building, remod- 
eling or repair. Each is expected to 
keep himself informed on latest meth- 
ods and materials. He must be pre- 
pared to help solve construction prob- 
lems, suggest the right materials and 
techniques and show the customer how 
to do-it-himself if necessary. 


Begun in 1934, the Red Mill Lum- 
ber Co. occupies a modern three-story 
building near Traverse City’s main 
thoroughfare. Annual volume has 
passed $1 million in each of the last 
several years; 40% of its sales are to 
contractors, the remainder to home- 
owners, farmers and industrial or com- 
mercial accounts. 
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Four questions— 


ONE ANSWER. 





Do you want the housing business 


in your area? 


Do you want to increase your present 


profits 25%? 


Do you want to help your builders 


solve their skilled labor shortage? 


Do you want to be the home building 


cenier of your community? 


P-B COMPONENTS- 








Homasote Company knows that the 
retail lumber dealer’s answer is YES— 
to all four of these questions. And 
Homasote has the other answer ready 

. the know-how to achieve what the 
questions promise. 


There are 24 years of know-how tied 
up in the package known as P-B Com- 
ponents. (No other firm can offer com- 
parable experience in this field.) Here 
is a merchandising plan tailor-made for 
the prosperity of the retail lumber dealer. 


P-B Components are all custom-built 
—to fit any plan the builder, architect 
or owner requires. The owner does not 
need to buy a stock model, in order to 
save some money. He gets the house 
he wants — and he gets it in three to 

four weeks’ time. 


P-B Components are built by your 
materials distributor— with great econ- 
omies due: (1) to the elimination of 
many unnecessary handling costs and 
(2) to his far larger volume discounts. 
You sell these components (and many 
other items you carry) to builders and 
home owners and make your normal 
profit. You do not stock these parts— 
they are delivered direct from the dis- 
tributor to the building site. You have 
no investment to make in expensive 
equipment — and you add no skilled 
labor or supervision costs to your over- 
head. You can actually decrease your 
inventory by not having to stock the 
materials in the P-B Components. The 
price at which you sell to the builder 
saves him at least 15% —plus 23 days 
of building time per house. 








To save money in conventional building — send us your 
blueprints for a free Cost-Reduction Analysis. They 
will be returned with an engineering report on the sav- 
ings you can make with Homasote Materials. Homasote 
Board-and-Batten and Grooved Vertical Siding con- 
struction are lower in cost than anything else you can 
use currently for exterior walls. 








The home owner gets top-quality 
construction, with standard materials 
throughout. P-B floor components, in 
sections of approximately 100 sq. ft., 
include joists, headers, insulated under- 
flooring and factory-finished hardwood 
flooring. The exterior wall components 
have either the sheathing and/or exte- 
rior finish applied and the finest of all 
drywall (Homasote) on the interior. 
The interior partition components come 
with the same drywall on both sides, 
Wall components are generally room 
size or longer. Ceiling components com- 
bine joists, strapping and Homasote 
ceiling panels. Roof components are 
made up of rafters, ridge, eave and 
insulated sheathing. 

Furthermore, we have a pricing book 
which will enable you to arrive at the 
cost of P-B Components for almost any 
home in 30 minutes! 

This book is available, without 
charge, to dealers who want to sell P-B 
Components. Write us for cemplete 
details and the name of your nearest 
P-B Components distributor. Please 
mention Department E-10. 


Trenton 3, New Jersey 


Homasote of Canada, Ltd., 224 Merton Street, Toronto 7, Ontario 
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‘ ‘dock — 1.76% of selling price of the materials. 


delivery total—4.27% of the selling price. 
Total handling and delivery costs of materials—6% of the selling price. 


Dealer Computes Materials Handling Costs 


VERMILION, OHIO 


RTHUR CROW operates two 

small yards in Northern Ohio. 
Sales volume of each yard is between 
$200,000 and $350,000 per year. 
Each yard has a 2-ton lift truck, also 
a 2-ton delivery truck with a long 
dump platform. One yard has one 
% ton pickup, one yard has two pick- 
ups. Sales are mainly to consumers, 
with many small deliveries. About 
20% of sales consists of package 
homes and garages. 

From these figures, it appears that 
the Crow Lumber Co. is a typical 
lumberyard business. It is—except for 
one important element. Arthur Crow 
knows exactly how much he spends 
for handling and delivery of his ma- 
terials! 

To accurately price for profit, a 
knowledge of cost is necessary. But 
many firms only figure the costs of 
materials. They figure that some 
“standard” markup will cover han- 


dling and delivery expenses. Dealer 
Crow leaves nothing to chance. The 
result of three years of costs study is 
summarized at the top of this page. 
These figures are for yard materials; 
hardware and paint are not included. 

The handling and delivery costs are 
computed on the basis of payroll plus 
the cost to own and operate equip- 
ment. 

“Let me make clear what I mean 
by payroll costs,” Crow said. “I 
mean not only the total direct pay- 
roll, all salaries and wages, but also 
the costs of taxes, insurance and hos- 
pitalization. These insurance and tax 
items amounted to about 412 % of our 
direct payroll last year.” 

Crow classifies all sales in the 
yard into departments through cash 
registers, so he knows each day the 
dollar volume of lumber, roofing, 
wallboards, insulation and millwork 
sold. 

Time cards. Costs are computed 
with the aid of time cards, a sample 


of which is reproduced below. “We 
use individual time cards, which each 
man (including myself) fills out each 
day. The yard operations are shown 
as No. 2 (putting goods into stock); 
No. 3 (taking goods out of stock); 
and No. 4 (delivery time,” Crow ex- 
plained. 

“In the summer season, overtime is 
common,” Crow said. “Since we carry 
a steady crew the year around, 
extra working time is necessary in the 
busy season. We work out the aver- 
age rate earned each week and use 
this to compute our costs.” 

Numbers at the end of the time 
card correspond to the classification 
numbers of the cash register. 

To distribute the costs at the end of 
a month, or a quarter, the cash reg- 
ister is cleared a little early some day 
and the amounts run through, just as 
you would run through sales. The re- 
sulting tape gives the breakdown in a 
jiffy. 

Payroll cost for the fabrication shop 

(continued on page 80) 





TYPICAL TIME CARD used by 
employes of Crow Lumber 
Co. Yard handling costs are 
computed from lines 2, 3 
and 4. Figures are run 
through cash register, the 
tape giving breakdown, 
which is then converted to 
percentage of sales for han- 
dling and delivery. Shop 
costs are computed sepa- 
rately from yard costs. 


CROW LUMBER CO. 


WEEKLY TIME DISTRIBUTION 
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Look to Bilt -Well 
aradeéo for Kitchen Flexibility 
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Whether the plan calls for a provincial, 
traditional or modern kitchen...“*L”’ 
shape, ““U”, rectangular or square, with 
BILT-WELL Cabinets you can offer cus- 
tomers all the features of the most ex- 
pensive custom-built installation and 
save valuable hours of labor on every job. 

There are over 100 different types and 
sizes of BILT-WELL Cabinets precision 
manufactured in 3” modular units from 


THE BILT-WELL LINE 
WINDOW UNITS, Double-hung, Awning, Casement, 
Basement. CABINETS, Kitchen, Multiple-use, Ward- 
robe, Storage, Vanity-Lavatory; DOORS, Exterior, 
Interior, Screen and Combination. 


CARADCO, INC. Dubuque, lowa 
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12” to 48” widths. There are door and 
drawer units to provide the right cabinet 
for every storage need ...every floor plan. 

Available with a choice of warm Pon- 
derosa Pine or elegant Birch door and 
drawer fronts, BILT-WELL Cabinets 
ci . be easily stained, varnished, lac- 
quered or enameled to match any deco- 
rating scheme. 





Theres more to sell with 


BILT @ WELL ;, 
ae Ebr 
woop ¥ WORK 





y Caradco 
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COMBINED LABOR ANALYSIS—TWO YARDS OF CROW LUMBER CO. 


Office & Sales 

Into Stock 

Out From Stock 
Delivery 

Total, In-Out-Delivery 
Administrative 
Holidays, Vacations, 
Sick Pay 

Plans, Training 
Maintenance 


Total 


1958 
$ 7.63 


1959 
$ 6.57 


*4.38 *4.54 
2.41 3.64 


1.31 1.26 
.20 27 
46 Be, 

$15.33 $17.87 


1957 
$ 6.29 


$1.88 
$1.27 
$1.20 


*4.35 
3.01 


1.09 
13 
57 

$15.44 


* These are percentages of yard payroll costs to the sales only of materials which are handled in the yard. 


For every dollar in 
direct shop labor and fab- 
ricating costs, dealer received: 


$1.95 $ 1.55 


$ 1.54 


Dealer tries to secure $2 for every dollar paid out in shop labor in order to cover the overhead involved. 





HANDLING COSTS 
(begins on page 78) 





is kept separately and is not included 
in the above figures. A summary of 
labor analysis for the entire Crow 
operation, including shop payroll, is 
shown on the next page. 

Equipment costs. Crow assumes a 
life of six years for calculating equip- 
ment costs, which he admits is very 
low. “Our lift trucks are now six 
years old and we have no idea of re- 
placing them,” he explained. 

On the six-year basis, here’s what 
Crow’s equipment has cost him: 


* Total equipment cost for each 
lift truck, 
average 
Gas and oil, 
average 

* Repairs, overhauls, 
average 

‘ Total for each 


$5.50 month. 
$6.50 month. 
67.00 month. 


“This means only $15.50 per week 
for each lift truck. Believe me, this is 
mighty cheap help.” Crow com- 
mented. 

He said that larger delivery trucks 
last over six years, the pickups less, 
so he also uses six years life for de- 
livery equipment. These are the aver- 
ages for each yard: 

Equipment costs 

Gas & Oil 

Maintenance. repairs 

Liability, insurance 

Total month by cost per 

yard 

Using the 


....$100 month 
..-55 month 
21 month 


above records, Crow 
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figures that his lift trucks cost him 35¢ 
per $100 of sales. Delivery trucks cost 
$1.30 per $100 of sales. All equip- 
ment totals $1.65 per $100 of sales. 

“Add the equipment costs to our 
$4.27 payroll costs and you find that 
in our little operation, we have paid 
out an average of $5.92 per $100 of 
sales during the past three years,” 
Crow said. “Let’s say 6% for total 
handling and delivery costs of the ma- 
terials we stock.” 

Unit-loads. Other dealers should use 
caution in comparing their own fig- 
ures with Crow’s costs. Among other 
reasons, the Vermilion dealer uses 
unitized handling and storage meth- 
ods wherever possible. 

Dimension lumber is unloaded into 
units 15 high, with the number wide 
depending on the size—2x4s are 10 
wide; 2x6s are six wide; 2x8s are five 
wide, etc. These are strapped and 
stored four bundles high. 

Small-order loads of boards and 
dimension are made up by working 


from bins. “Each of our bins will take 
one and one-half unit packages,” Crow 
said. “When we break a unit pack- 
age for some order, it is a simple 
matter to run the balance on the lift 
truck opposite the proper bin and 
slide it into place.” 

Crow gets gypsum board by truck 
in the proper weight units for his lift 
trucks to handle. These are stacked in 
a warehouse then taken direct off the 
stack top onto delivery trucks. 

Hardwood flooring comes to the 
yard already bundled and strapped. 
Roofing comes palletized in full truck- 
loads. 

For efficiency, the yard stocks only 
one type of insulation—Balsam Wool. 
“We take it off cars onto sheets of 
4x8 plywood for pallets, hoist it up to 
the third floor of our warehouse and 
stack it,” Crow explained. 

Millwork comes from jobbers, with 
the dealer turning this line six times 





HELPS DEALERS SELL BATHROOM PACKAGES—The Nashville (Tenn.) branch of Bass 
& Co., wholesalers, is rotating its new mobile display of building and plumbing ma- 
terials and fixtures among lumber and building materials dealers. Manager J. E. Turk 
says that the exhibit helps train dealer salesmen and assists dealers in sales to con- 
tractors and homeowners. 
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ZONOLITE? were. eceeucnr 
MASONRY FILL INSULATION 


@ Flows freely into cores or cavities 
-+»NO cutting, no furring out...no fit- 
ting...no waste. Drastically reduces 
costs of both materials and labor. 


@ Fills 100%... won't settie. . .per- 
manent. Will not permit transfer of 
moisture from outer to inner wall 
surface. 


Mail Coupon 
for 
FREE DATA 





gives Builders a Fast, Low-Cost Way to 


Mnstilah 


BLOCK 
AND CAVITY 
WALLS 


gives you a brand-new Year-Round Seller! 


If any insulating product ever hit the 
market with everything in its favor, this 
is surely the one. Zonolite Water-Repellent 
Masonry Fill Insulation meets a crying 
need that architects, builders and build- 
ing owners have recognized for years. 
Now, for the very first time, there’s a 
completely effective insulation for block 
and cavity walls that gives you a new 
source of profit all through the year. 


Fast: High-speed installation pictured 
here can be duplicated on any job. 
Efficient: Cuts heat transfer through 
masonry walls up to 50%. 


Stays Dry: Patented process insures 
against water damage to insulation. 
Cuts Heating & Cooling Costs: Often 
permits smaller units...greatly reduces 
operating costs. 
Low Cost: As little as 14 to 1% the costs 
of insulation applied to inner wall sur- 
face and other methods used heretofore. 
So now you can see why Zonolite 
Water-Repellent Masonry Fill Insulation 
is already selling ‘‘like 60’”’ the nation 
over and gaining tremendously from day 
to day. So, get all the facts...mail the 
coupon today. 


ZONOLITE COMPANY—Dep? AL-50, 135 South LaSalle Street, Chicago 3, Ill. 
Rush me FREE Booklets MF-2 and MF-3 on new 
ZONOLITE Water-Repellent Masonry Fill Insulation. 
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Why I make more profit... 


with L:O-F Window Glass 


by Ray E. Drensky, partner, 


Parma Hardware, Parma, Ohio 


“Tt’s not that we sell the glass for more. We Glass. It seems less brittle. We can trim %-in. 
don’t. It’s because we get less wastage in cut- _—edges off panes of glass without splintering. 
ting L-O-F Window Glass to size. That’s im- “Our glass department is on the main floor 
portant when you have several salespeople = (with a back-up stock in the storeroom). It’s 
doing the job. a constant reminder to customers to replace 


“Almost anyone can cut L‘O-F Window their broken or cracked panes.” 


Get ready now for fix-up sales! 


Check your stock now . . . and when you reorder specify L-O-F. 

Window glass sells steady enough all year ’round to justify 
displaying it on your main floor. To assist you in your selling, 
L:O-F will send a blueprint and photo of a rack which will 


stock 30 boxes of window glass in 13 sq. ft. of floor space. 


FREE BOOKLET 


Has plans for several other rod 
display racks. Lists sales aids. 
Contains information that will 


ance 
aw orenae® 
weo-7 er 


help you understand why 
L-O-F Quality Window Glass 
is your best buy. Order book- 
let, ‘For Greater Profits’’, from 
your L:O-F Glass Distributor 
(listed under “Glass” in the 
Yellow Pages) or write to 
Libbey-Owens-Ford Glass Co., 
811 Madison Ave., Toledo 3, O. 








LIBBEY-OWENS-FORD WINDOW GLASS 


The glass that cuts easier, snaps clean 


TOLEDO 3, OHIO 
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Research To Show 
Insulation Needs 


LU-RE-CO homes be- 


came 


laboratories 


field’ testing 


with 


miles of wire and re- 
cording devices _ in- 


stalled 


in floors, 


walls and ceilings. 


Wood Conversion Co. uses Lu-Re-Co houses to 
find out heat losses with varied insulations in 


floors, walls and ceilings. Minnesota winter test 


believed first of its kind. 


St. PAUL, MINN. 

OW MUCH insulation to use? 

For years the yardstick has 

been the calculated values of materi- 

als combined in the wall plus a quick 

look at the historical temperatures in 
the community. 

Last fall the Wood Conversion Co. 
decided this wasn’t good enough. The 
firm stepped forward with field tests 
to obtain detailed data on winter heat 
losses, temperature trends and mois- 
ture in the home. 

Two identical Lu-Re-Co (Lumber 
Dealers Research Council) houses 
supplied by the New Richmond 
(Wis.) Constructiow Co. were erected 
near St. Paul. Each house was simi- 
lar except for varying amounts of in- 
sulation in the ceilings, walls and 
floors. Heating was electrical base- 
board to permit exact measuring of 
fuel consumed in every area of the 
homes. Results obtained are fully ap- 
plicable for gas and oil heating. 

Ghost family. To simulate the liv- 
ing conditions of a typical family of 
four, each house had operating fans, 
humidifiers, appliances and other de- 
vices activated by an automatic pro- 
grammer. This is essentially a 24-hour 
clock wired to operate in both houses 
ranges, range fans, dishwashers, re- 
frigerators, TV’s, washers and dryers 
automatically just as though families 


84 


lived in the houses. Humidifiers and 
electrical heating elements are cycled 
to simulate body heat and moisture 
given off by the invisible occupants. 

The electronic programmer takes 
the two families of four through typi- 
cal days of meals, bathing and recrea- 
tion. Micro switches run vent fans on 
predetermined schedules. Additional 
ventilation is provided manually by 
engineers who open and close doors 
daily while taking their readings of in- 
struments. 

Keeping score. More than 250 re- 
cording thermocouples and eight miles 
of wire were located in walls, floors 


PROGRAMMER OPERATED 24 hours a 
day controlling heating, appliances, hu- 
midifiers and heating elements to simu- 
late daily living of a family of four. 


25/32" NU-WOOD 
SHEATHING 


NU-WOOD 
SHINGLE BACKER Tl 














BALSAM-WOOL —~ 
FULL-THICK (35/8") 
w/ REFL LINERS 
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i$} fl DOUBLE - THICK (2") 
W/ REF'L LINERS 
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W/ REFL. LINERS 
t+ BALSAM- WOOL “E™ 


BALSAM-WOOL 
Sut SEALER 








WALL SECTIONS were varied only by the amount 
of insulation installed. 


and ceilings of each house. Additional 
recording instruments were placed in 
rooms, basements, crawl spaces, at- 
tics and in the soil outside near base- 
ment floors and walls. Automatic 
humidistats, vent fans and hygrome- 
ters either controlled or recorded 
temperatures and humidity. Close to 
the two homes a complete weather 
station recorded outside temperatures, 
wind velocity and direction. A rare 
Pyrohelio meter was installed to 

measure solar radiation. 
Houses typical. The Lu-Re-Co 
homes were 1,200 square feet with 
(continued on page 86) 


PAY-OFF is recorded results shown here 
being removed by Dick Leonard, project 
engineer. 
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FAST SERVICE ON YOUR ORDERS FOR 
MILCOR STEEL ACCESS DOORS! 


A wide selection always ready for 
immediate shipment 


Most complete line. Four types — standard sizes from 
8" x 8” to 24” x 36”. Special and custom sizes also available. 
In demand! Every home needs at least one — larger 
uildings often need hundreds. 

Quality you can stand behind. Heavy-gauge steel — 
can’t warp, crack, shrink, swell, rot, or burn — yet cost less 
installed than doors made of wood. 

Fast shipment. Quickly supplied from stocks carried at 
your nearby Milcor warehouse. 

Include steel access doors on your next order to Milcor. 

By combining LCL shipments of several Milcor items into one 
load, you save money and earn extra profits. 


Write the nearest branch for price list. 


Member of the <>» Stee! Family 

















STYLE “K’’. Wings of 
expanded metal pro- 
vide strong plaster 
bond and reinforce- 
ment around perimeter 
of door. 


STYLE “L” for plas- 
tered walls. Without 
expansion wings. 


NEW! STYLE “‘B”’ 

Concealed installation 
in acoustical plaster. 
Metal Lath welded to 
recessed door panel 
—all edges protected 
by Milcor Casing Bead. 


STYLE “A” 
for acoustical tile. 


INLAND STEEL PRODUCTS COMPANY ert. £-4029 WEST BURNHAM STREET, MILWAUKEE 1, WISCONSIN 
WAREHOUSES: BALTIMORE, BUFFALO, CHICAGO, CINCINNATI, CLEVELAND, DETROIT, KANSAS CITY, LOS ANGELES, MILWAUKEE, ST. LOUIS. 
SALES OFFICES: ATLANTA, DALLAS, DENVER, NEW ORLEANS, NEW YORK, ST. PAUL, SAN FRANCISCO. 
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RESEARCH 


(begins on page 84) 





about one-third of the area over crawl 
space. The remainder was a full 
basement. Slab construction was re- 
searched in an adjoining garage con- 
verted for scientific study. 

Targets for study. While Wood 
Conversion has many goals for their 
research, several stand out: 

1. They wanted new data on heat- 
ing costs with controlled simu- 
lated family occupancy. 

. A comparison was needed be- 
tween actual heat loss and cal- 
culated heat loss. 

. New facts were called for on the 
effect of varying amounts of in- 
sulation and glazing. 

. Data on true heat loss of base- 
ments, crawl spaces and _ slabs 
was overdue. 

. Some facts were needed on solar 
radiation, the warming effects of 
the sun. 

. Real answers for the growing 
problem of moisture in today’s 
tight homes. 

Results so far. With the arrival of 
spring and the end of the heating sea- 
son, Wood Conversion has begun 
evaluating results recorded. Test sum- 


maries are expected in a matter of 
months for guidance of both dealers 
and builders. 

Marlin S. Wolf, sales vice-presi- 
dent, comments that “the project 
when completed will have cost $250,- 
000 but we feel the expenditure is 
fully justified.” 

“This is truly creative research,” he 
said, “sparked by two objectives. One, 
we wished to develop data to make 
the lumber and building material deal- 
er the real expert in the field of in- 
sulation, and finally, home building 
methods almost unchanged for gener- 
ations, will benefit from these import- 
ant findings. We have a substantial 
stake in home building. We wanted to 
make a significant contribution.” 

Electric heat, calling for efficient 
added insulation, seems to also re- 
quire a new look at windows. Heat 
loss at the Lu-Re-Co homes averaged 
65% through the glazing, only 35% 
through walls, floors and ceilings. 
Experiments with triple glazing were 
conducted with interesting, favorable 
results. 

Turning the coin, much of these 
results are expected to be of value for 
air-conditioned homes, especially in 
the south. There is growing evidence 
that well insulated walls and ceilings, 
plus triple glazing, could be sold in 
the south on the basis of economy. 

Cooperating in the project has been 


HEATING ELEMENTS duplicated the body 
heat of ‘‘ghost’’ occupants. Similar units 
reproduced the heat given off by lights, 
appliances. 


the Andersen Corp., Minneapolis- 
Honeywell Regulator Co., the Edwin 
Wiegand Co., and the Northern States 
Power Co. Prof. Richard C. Jordan, 
head of the University of Minnesota, 
Mechanical Engineering Department, 
served as technical consultant. 
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In steel 1,2,4 or 5 lb. 
cans. One to fifty 


gallon drums. 
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Send us, via Parcel Post, the initial stock and 
display unit of DUN-MOR rural mail box namepiates, con- 


25 Doz. Letters, 6 each Q-X-Z-&; 
2 each all others 
2 Doz. Periods .. 
3 Doz. Biank S 
1 Doz. Namepla 


ONE dhe 
late Raceway Brackets 








1 Sample bh 


= 
Lek 


Piaeteta 


== 


SRG PABTOND, comaseee <A 








1 No, 1 Aluminum Rural Mail Box (Special Price) 
1 
dc 


piete 


12 tet 1 Period 


2 Stock Retaining Trays—No Charge— 


Less 40% 


Terms 2/10 net 30 F.0.8. Akron 





SHIP TO 
ADDRESS: 





CITY: 


ZONE: .._. S$ TATE: —_. 





Ad 15630 





i DUNCAN -MORRIS CO. $ 


VALLEY ST ° 
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‘ — Bruce 
N Laminated 
~ Oak Block 


HANDY TO STOCK... 
EASY TO SELL 


LAYS LIKE TILE OVER 
CONCRETE, WOOD OR OLD 
COMPOSITION FLOORS 


These features make sa/es for you 


¢ Smart, modern parquet pattern at 
moderate cost. 


© Completely pre-finished by famous 
Bruce process . . . finish won't chip or peel. 


© Three oak plies laminated under 
heat and pressure with waterproof glue 
to prevent expansion and contraction. 


* No surface damp-proofing necessary 
when laid on slabs on grade to FHA or 
VA specifications. No expansion 

space required. 

© Lower in cost than most synthetic, 
less durable floor materials. 


¢ Easily applied on concrete or other 
smooth subfloor in Bruce Everbond 
Cold-Stik mastic (no heating required). 





Pre-finished 9” x 9” squares, 4” 
thick, are carton-packed for protec- 


tion, easy handling and storage. 
E. Re Bruce Co.. 


BR 1624 Thomas St., Memphis 1, Tenn. 





Send sample, prices and literature on Bric 
Laminated Oak Blocks to: 


Name_____ 


LAMINATED OAK BLOCKS» 


Address 


Designed for modern construction 
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SUNLINE SURVIVES THE HAM- Shadowvent®. A horizontal 
MER TEST! Where other sidings siding featuring a 3" shadow 
yield under hammer blows, line, concealed nailing, vented 
Masonite hardboard comes courses. Easy alignment, fast 


through undaunted—undented! application, factory-primed. 





Hoe ening 
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Newest thing 
beneath the sun: 
Board ’n batten 


all in one! 











SUNLINE SIDING 


Give your new homes the charm of an original new siding treatment. 

With Sunline siding your homes can have built-in vertical accent—the raised ribs 

every 8” are an integral part of the siding itself. Sunline goes up in handy 

4’ x 8’ to 4’ x 16’ panels—no wasteful cutting necessary. Edges lapped for fast application. 
How handsome new Sunline looks as the smooth, rounded ribs catch the play of sun 

and shadow—truly a new exterior appeal! How lasting, too! Like all Masonite* 

hardboard sidings, Sunline is virtually dent-proof...won’t split, splinter or check... holds 

paint better and longer. See for yourself...show Sunline to your customers along with these 

other popular Masonite sidings: 


—~# || 


Lap Siding. A popular and Paneigroove®. A panel siding Ridgegroove®. Similar to Ridgeline®. A 4’-wide panel 
economical horizontal siding in 4’ wide, lengths to 16’ with ver- Panelgroove with the addition in lengths to 16’. Continuous 
12” and 16” widths. Lap siding tical grooves every 4", 8” or ran- of a fine combed surface between combed surface gives pleasing 
available prime-coated. dom. Comes factory-primed. the grooves. Prime-coated. effect. Prime-coated. 


Get Sunline and other Masonite sidings through your wholesaler or Masonite salesman. 
Or write Masonite Corporation, Dept. AL-59, Box 777, Chicago 90, IIl. 


fio. MASONITE CORPORATION 


®Masonite Corporation—manufacturer of quality panel products for building and industry. 
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New RIZaID 
Bench Chain 
Vises 
with Large, Easy-to- 
Operate Top Screw 
Handle. 5 Sizes for 
Y"’ to 8”’ Pipe, Con- 

duit, Rod. 


Display These 
Ritzib 
Pipe Vises 


for easy profitable 
Home and Farm Sales 


RifaiD 
Bench Yoke 
Vises 
Known Everywhere 
as Extra-Handy and 
Rugged. 8 Sizes for 
Ye”’ to 6” Pipe, Con- 

duit, Rod. 


WOOVEREEARL AAA 


Every home and farm workshop needs a good 
pipe vise. When customers see these RIZGID 
Vises displayed in your store, they’ll like the 
heat-treated tool-steel jaws for slip-proof grip 
... the rear rest that keeps pipe straight for easy 
cutting, threading, reaming . . . the handy pipe 
bender that’s a real time saver. They’ll recognize 
the extra quality built into every RI@AID pipe 
tool to assure trouble-free lifetime service. For 
good, steady profits . . . call your Wholesaler. 
While you’re at it, don’t forget your own pipe 
service department—order one for it, too! 





Warehouse Parade 


apes silt 8H 


165’x40’ TREATED POLE structure at A. Boilard Sons, Inc., 
Indian Orchard, Mass., provides freedom for fork lift truck 
handling. 


Shelter for $1.50 Sq. Ft. 


INDIAN ORCHARD, MAss.—Treated poles, sunk into rein- 
forced concrete, make a sturdy lumber shelter for A. Boilard 
Sons, Inc., here. 

Easy to construct, the 165’x40’ structure went up in seven 
weeks during inclement weather at a cost of $9,000. 

“Y” shaped trusses provide extra strength, according to 
the dealer. 

Concrete block walls are used at the center and both ends 
for further strengthening, appearance and as a possible fire 
wall, especially on one end which is adjacent to the firm’s 
main office and salesroom. Roofing is of corrugated sheet 
aluminum, rolls of which were hoisted, rolled out and tacked 
right in place. 

Location of the shed is considered ideal because it oc- 
cupies space between rail siding and main road from which 
trucks may load. The firm contemplates erection of a similar 
shed in the area remaining between the rail siding and the 
present structure. 





SPEAK RIGHT UP... 


With increasing authority American Lumberman is speaking 
right up for retailer and wholesaler in this industry facing 
new conditions. Touchy subjects ignored by most publications: 
distribution tangles, imports, prefabing, contractor relations 
—are researched, documented and laid on the table. It ex- 
plains our circulation leadership, rising volume of reader mail. 
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A Proven Sales Builder 
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} There’s never been a satin finish quite like 


WOOD LORE. Here’s a self-priming, self-rubbing, 
non-pigmented clear wood finish that produces the 
richest, most luxurious “hand-rubbed” effect ever seen 
... or felt! So easy to use ... even amateurs are assured 
a perfect job every time; no sags, no runs, no com- 
plaints. For old work or new .. . panelling, cabinets, 
furniture, woodwork ... WOOD LORE does it better, 


easier, faster! 














No wonder more and more dealers the country over 
report soaring WOOD LORE sales. 





PRE-SOLD 
FOR YOU 


with ads in America’s 
leading handyman 
publications 











FREE SALES AIDS: color folders, panel displays, win- 
dow banners, counter displays. 


TREAT YOURSELF to “Plus Profits’ with “WOOD 
LORE.” Phone your FABULON distributor today, or write 


PIERCE & STEVENS CHEMICAL CORP. 
710 Ohio Street e¢ Buffalo 3,N. Y. 
Available in Canada - LePage's, Toronto 18, Ont. 
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Continuous Moidings...Lengths Up To 24 Feet! the need for cutting and fitting shorter pieces to make a long 
Precision-cut joints so tightly fitted and glued that they’re molding, reduce labor costs. Made of the same clear Eastern 
stronger than the wood itself—and invisible when painted — Oregon Ponderosa Pine used in John Day Trim, Hines 
make this new Hines product possible. Continuous Molding is entirely free of knots, pitch seams 
Lengths up to 24’ fit wall to wall in almost any room, end and other defects. Comes satin smooth, ready to finish. 
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PACKAGED AND PERFECT! 


Think how these advantages will save you time and money. 
PRE-CUT: You buy only what you use, avoid the costly waste 
of many feet of leftovers. Comes in standard window and 
door sizes with allowance for mitering. No time lost while 
you sort through a pile of random lengths for the right piece. 
PACKAGED: Wrapped in heavy kraft paper at the mill, 
John Day Trim is free of dirt, stains and nicks when you’re 
ready to use it. Since each package is clearly labeled as a 
vertical or horizontal window set or as a door set, your 
material scheduling is greatly simplified. Saves time and 
reduces your material losses. 
PERFECT: Slow-growth Eastern Oregon Ponderosa Pine is 
noted for its softer texture. It’s easy to miter and fit, sands 
and saws smoothly, resists splitting. No drilling necessary. 
John Day Trim is 100% clear, has no defects, far exceeds 
Western Pine Association grading rules. Every inch usable. 
Comes with satin smooth surface that’s easy to finish. 
Available two ways: Type ‘‘N”’ for all natural finishes, Type 
“P” for paint and enamel finishes. 

Save up to 20% with Type “‘P” Trim, which costs less be- 
cause it is built up by precision joining from selected pieces. 
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Send for free sampies today ba i N t Ss 
Just Call or Write the Man from 
Sawmills at Hines, Westfir, Dee and Bates, Oregon. Other plants: 


Plywood, Westfir; Hardboard, Dee; Millwork, Baker and Hines, Oregon. 
Engineering & Development Division, Hood River, Oregon. 


Edward Hines Lumber Co. 
200 S. Michigan Ave., Chicago 4, Ill. 
Please send me complete information and samples of: 
rf John Day 
_| Pre-cut Trim 
Name 
rf New Precision 
LJ Joined Millwork 


Company ~ | Both 


Address. 


cmoonmocne 
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“We reach our 2 groups of prospects with 
1 advertising medium —the Yellow Pages!” 


say R.M. &L.B. Janvrin, Props., B.T. Janvrin Sons Co., Hampton Falls, N.H. 


“40% of our business is with the trade, the rest with consumers. 
To get our name and message before both groups in our entire 
area, we advertise in the Yellow Pages of 2 directories, under 7 
different headings. Since we average better than 100 calls a day 
and most of our orders come in by phone, we figure it’s good 
business to advertise in the guide that shop-by-telephone buyers 
use—the Yellow Pages.” 

Reach your prospects — contractors and consumers —at the 
moment they’re deciding where to buy what you sell. Choose 
from hundreds of classifications to promote your various products 
and brands. Call the Yellow Pages man at your local Bell tele- 
phone business office —plan an advertising program that will 
build AWHERENESS of your business... better business for you! 








DISPLAY ADVERTISING! TRADE-MARK ADVERTISING! 
LISTINGS! This display ad (reduced) under Lumber 
... trade-mark listing under Pittsburgh Plate Glass 
. .. plus other numerous listings do a complete job 
of promoting Janvrin’s name and lines. 








Find Us Fast 











Display this sales-building emblem wherever your prospects can see it. 
The Yellow Pages representative will gladly supply as many as you need. 
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a | Building Family Rooms 
with DeVAC GlassWalls 


...@ unique opportunity for building supply dealers 
to make big profits on the home remodeling boom 


} 


“In 1960 American families 
will spend an estimated $4.6 
billion on home remodeling. 
According to market analysts, 
the biggest share of these dol- 
lars will be used to add family 
rooms.” 


f 


MODULAR UNITS permit fast, 
economical construction. Two men 
can easily enclose the average porch 
or breezeway in one working day. 
Result—less per square foot than 
cost of building any other room. 


BEFORE: Summer porch, wide open 
to cold, wind, rain and snow. 
Porch furniture must be moved in 
and out according to the weather. 
The porch is useable only a few 
days a year. The rest of the time 
it’s just so much wasted space. 
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A complete year-’round room created through the use of 
DeVAC GlassWallis. Whether you enclose a porch or breezeway 
or build from the ground up, you can add a room with DeVAC 
GlassWalls at lower cost per square foot than by any other method. 


BONUS SALES are an added plus 
for the building supply dealer. 
Lumber, conduit, hardware, and 
sometimes floor covering and roof- 
ing, are included in sales of DeVAC 
Glass Walls. 


AFTER: Ayear-’round room—but 
the family can still enjoy porch 
leasure when the weather’s warm. 
eVAC GlassWalls have three 
sliding glass panels which can be 
opened to create the effect of an 
open porch. 


All panels 
at top— 
ventilation 
below 
head level. 


All panels 
at bottom 
—draft 

is off you? 
feet. 


Panels all 

at center~ 
creates 
“thermo-air" 
circulation. 








DeVAC backs your 
selling efforts with na- 
tional advertising and 
a complete program of 
sales aids, including 
literature, ad mats, and 
displays. 


PROFIT by the demand 


<n 
ee for Family Rooms 


fr : 


Pres £/ 6h € 


5 CW PA 
I {ass j Jats 


SEND COUPON TODAY: 


. 
DeVAC, IVC. _ dept. ats 
5900 Wayzata Boulevard + Minneapolis 16, Minnesota 
Please send me complete information on the DeVAC 
GlassWalls program for Building Supply Dealers. 
NAME 
COMPANY___ 


ADDRESS_______ 


i COUNTY... STATE... 
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WE SOLD 22 SKIL 
TOOLS IN 6 DAYS 








WINDOW DISPLAY 





PROFITS HAVE MORE 
THAN DOUBLED FOR 
OUR POWER TOOL 
SECTION IN THE 
YEAR WE HAVE 
HANDLED SKIL 


CO ws 


TURNOVER ON 
POWER TOOLS 
INCREASED 62% SINCE 
| TOOK ON THE SKIil 
LINE LAST SUMMER 





a 


i eu 





OUR SKIL SALES ARE 
UP OVER 30 THIS 
LINE MOVES AND 
MOVES AT A PROFIT 


“SKIL POWER TOOLS INCREASED 


THAT’S WHAT DEALERS COAST-TO-COAST ARE 


All across the country, dealers are report- 
ing continued success with Skil’s 500 Line 
“turnover” concept. They have found 
that this short line of faster selling power 
tools is really paying off in higher profits. 

These dealers, and thousands like them, 
are taking advantage of Skil’s all-out mar- 


keting plan. And the plan is simply this. 


By concentrating on Skil’s basic 500 Line 
tools, determined by market research to 
produce highest turnover, they are elimi- 
nating duplication of lines—reducing in- 
ventory costs. At the same time, Skil is 
providing them with a quality line of tools 
with top brand name acceptance, priced 


for fast turnover. 





SKIL SALES ARE 
EASIER SALES. SKIL HAS 

MORE DEMONSTRA 

BLE FEATURES, REAL 4 
ACCEPTANCE, AND 

THE LINE IS PRICED 

FOR FAST TURNOVER 


m 


SKIL 5 LINE POWE 
TOOLS TURNOVER 
FAST AND I MAKE 
A GOOD PROFIT 

ON THEM 





7 -Tel''] 4: am gele)t 
PROFITS UP 83 
THAT'S WHAT'S 
HAPPENED SINCE WE 
, a” aie: SWITCHED TO 
SKIL’S 500 LINE.’ 


TURNOVER IS MORE 
THAN A CATCHWORD 
WITH SKIL. SINCE I 
PUT IN THE 500 LINE 
MY TURNOVER 
HAS DOUBLED 


MY TURNOVER AND PROFITS: 


SAYING ABOUT THEIR 500 LINE SALES SUCCESS 


Call your wholesaler or local Skil representative today and let him show you how to 
get a bigger share of the 1960 power tool market with profitable fast-selling Skil and 


Skilsaw Power Tools. 


» <iling Vinds lolay with teadouhyp 
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what's tte PRICE?P 





Spotty price movement, up in some areas and down in others 
for no apparent reason, marked the dealer-to-contractor price 
picture during the past two weeks. 


Good weather was experienced in most regions, but the effect 
of this upon building volume did not seem to stiffen prices or 
cause them to sag. Best guess (and it is only a guess) is that 
dealers have been testing the market to see the acceptability of 
a higher price level. 








Most noteworthy price movement seemed to be in southern pine 
items. These moved up $5 in zones 3 and 5 (south Atlantic and 
east south central) where southern pine is a prime commodity. 


Douglas fir items, on the contrary, appeared to soften in price 
in zones 6, 8 and 9 (west north central, mountain and Pacific), 
sliding off from $1 to $5 on the barometer items, contrary to 
movement of reported mill prices. 


Current Retail Price Range 
Retail prices to typical one-house contractors, based on current American Lumberman reports received from leading dealers 


Zone] | Zone 2 Zone3 | Zone 4 | ZoneS | Zone6 | Zone7 | Zone8 Zone 9 
North | Middle South | East North | East South |West North | West South | Mountain Pacific 


Atlantic Atlantic | Atlantic | Central Central Cer:tral Central 


Lew High | Low High Low High | Low High | Low High Lew High Lew High Low High Low High 

LUMBER: $ $ $ $ $ $ 4% $ $ $ $ co o4-s $ $ $ $ $ 
Douglas fir: | | 

Dimer sion: 

Sta. & Btr. qreen R/L 2x4 ' , 3 | 130. 

Std. & Btr. dry R/L 2x4 " L . . 4138. 

Std. & Btr. green R/L 2x10 x § ’ 130. 

Std. & Ber. dry 2x10 R/AL ‘ . |135 


West Coast Hemlock, White Fir: 
Dimension: 
Std. & Bir, dry R/L 2x4 
Std. & Bir. dry R/L 2x10 


Western Pines: 


Beards: 
No. 2 & Btr. dry 1x8 R/L S45 oF shiplop 
No. 3 & Btr. dry R/L 1x8 S45 or shiplap 


Southern Pine: 
Dimension: 


No. 2 & Bir. dry R/AL 2x4 112.50 95. 
No. 2 & Btr. dry R/L 2x10 117.50 | 110, 


Boords: 
No. 2 & Bir. dry R/L 1x8 S45 or DEM or 


shiplap 


Hardwood Fiooring: 


Select Ook 25/32"'x2'."" Ploin sowed 260 
No. 1 Common Ook 25/32" x 2!" Plein sowed 


Interior Softwood Paneling: 
No. 2 Ponderose Pine R/W 


Wood Siding: 

Redwood Clear All Heort bevel siding 3/4” x 
240. 
"A" Cedar bevel siding 3/4” x 10" ‘ q 240 


Wood Shingles: 
Cedar shingles 5/2 #1 16" - 5X _|% . | 4%. 25.25 | 16.20 
PLYWOOD: 
Fir, 1/4" DFPA-AD interior give ' . 100. 
Fir, 1/4" OFPA-AC exterior glue 140. ; ; . ; 105. 
Fir, 348" CFPA-CD sheothing interior glue ; % 


Fir, 1/2" DFPA-CD sheothing interior glve : ; 120 


Fir, 5/8" OFPA-CO sheathing interior glue | 160 : | 165. 165 


MILLWORK: 
Phil. mahooony (Loven) flush door 
1.3/2""-2-6x6-8 3 7.75 9.60 9.90 685 13.15 7.85 
Birch flush door 1-3/8" - 2-6x6-8 11.50 12.40 ; 12.50 10.35 14.45 9.60 
Double tung window unit 2-4x4-6, set up, 
qlezed weotherstripped ond balanced 72.40 26.31 21 17.50 18 





BUILDING MATERIALS: 


Outside white paint, first grode 6.90 ‘ 7.35 . P 7.29 
8d common steel nails 13.50 15.50 13. 7 
Mineral wool insulation, full-thick bott , Te 5. : ; 4 95. 
Ceiling Tile 12x12" 140. 205 

1/2” insulating building boord 90 " | ¥ 101,50 

25/32” insuleting sheathing 140. | ¥ 135 

3/8" gypsum wallboard 54 } 58 60. ; q 
1/8"’ tempered hardboard 110. 120. 22. 150 101. 130. 120. 150. | 74. 120. 120. 135 
215» thick butt ospholt shingles | 7.95 8.85 25 | | 7. 50 | 7, 7.50 | 7.75 9.50 | 7.50 8.50 
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MAKE MONEY WHILE THE SUN SHINES 
WITH RUBEROID SELF-SEALING SHINGLES 





RUBEROID’S SELF-SEALING as- 
phalt shingles make the sun your silent 
partner. The heat of the sun bonds each 
shingle to the one underneath. Once this 
happens, not even a hurricane will budge 
it. No leaks. No trapped moisture. 
Written wind warranty. 


RUBEROID SELF-SEALING shingles 


go up fast. Cut application time. No need 
for cementing—the sun does it for you. 
No sticking. No strips to remove. Special 
packaging allows application direct from 
bundle. Nail locations are always clear 
for clean nailing. 


RUBEROID PRESELLS your custom- 
ers On RUBEROID SELF-SEALING asphalt 
shingles in Life, Look, Saturday Evening 
Post, Better Homes & Gardens. For full 
information, see your RUBEROID repre- 
sentative or write: The RUBEROID Co., 
500 Fifth Ave., New York 36, N.Y. 


‘RUBEROIDD ) 


HELPS YOU BUILD...BUSINESS! 
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Specifications and Market Data on Products You Can Sell 


new PRODUCTS 


Home Siding with Plasticrylic 
Finish Ils Maintenance-Free 


The deep, rich texture and natural shadow line of Gold 
Bond Classic-Shake Siding gives a home all the beauty of wood 
shakes without the cost, says maker. The siding will not burn, 
rust or dent and it is weather and pest-resistant. It also is pro- 
tected by a Plasticrylic finish to assure years of maintenance- 
free beauty. : 

Market data. Classic-Shake Siding now is available in 10 
colors from more than 2,600 asbestos siding distributors. It is 
packaged three bundles to square. There is no minimum dol- 
lar investment required by a dealer. It is primarily an item for 
contractor sale. Dealer sales aids include a House of Gold Sid- 
ing Demonstrator, samples in Gold Bond Samplifier Kits and 
literature. Free samples may be obtained by writing to Na- 
tional Gypsum Co., Dept. AL, 325 Delaware Ave., Buffalo 
2, N. Y. 
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Portable Wall Installs Easily 
and Is Sound Retardant 


A small can of compressed air or a standard tire pump is all 
that’s required to install Airwall, a new portable wall. Simply 
position the section desired and inflate the air seal through a 
convenient valve in each section (see inset). The air seal, 
which runs the full length of each section, raises the telescop- 
ing portion of the wall gently, but firmly against the ceiling. 
The molding is attached to both sides and rises also to form a 
sound-retardant and self-supporting wall. 

Airwall is quickly adapted to any changing space require- 
ment such as: hallways, closets, dressing rooms or bedrooms. 
Airwall is custom made to each specific job. The panels may 
be finished in a choice of natural hardwoods or decorative plas- 
tics. Filler panels are made in 36” widths; doorway panels are 
42” wide with a 36” door. 

Market data. Retail prices of Airwall range from $6.25 to 
$9.50 per square foot installed. Airwall is available from 
the Richards-Wilcox sales organization. Minimum dollar in- 
vestment for a dealer is $50 for a demonstration kit as a de- 
posit only, says maker. Sales aids will be available soon. For 
literature, write to Airwall, Inc., sub. of Richards-Wilcox Mfg. 
Co., Dept. AL, 16700 S. Garfield Ave., Paramount, Calif. 

Circle No. 202 on Handy Cover Card 


For more facts, 
use handy back 
cover coupon. 





(For more new products, see page 102) 
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Kor the customers you want to Kcep.. 





reach for O’Brien’s “75” House Paint! 


because quality makes 
O’Brien Paints the best bargain 
you can offer 


Frequently the customer who’s been sold the 
special price ‘bargain’ paint is the customer who 
never comes back. Pennies ‘saved’ at the time of 
purchase are forgotten when poor quality becomes 
fully apparent. Both the customer and the dealer 
are the losers. 
The sure way to keep business good, profits 
steady, and customers permanent is to feature the 
fine quality of O’Brien Paints. Their greater cover- 
age, easier application, longer-lasting beauty and Pp A if N Ms ie 
durability are the ingredients that add up to real 
paint-economy. 
O’Brien “75” House Paint gives a choice of high 
gloss white and low lustre Exterior Eggshell with THE O'BRIEN CORPORATION 
the full richness of ‘“‘symphonic colors. SOUTH BEND 21, INDIANA 


For the customers you want to keep—feature 
O’Brien Paints. Baltimore + Oklahoma City + San Francisco «+ Los Angeles 
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NEW PRODUCTS 
(begins on page 100) 








Vuevent Wood Window 
Unit Is Introduced 


The Rimco Vuevent wood window unit 
is available in eight sizes. It combines a 
ventilating sash at the bottom with a 
fixed sash at the top, all surrounded by a 
single frame. The unit's new narrow 
meeting rails between the sash reduce 
by more than 242” the wood that former- 
ly joined stacked units, it is said. 


Built-in benefits include: a choice of 
three: underscreen operators, a self-stor- 
ing screen with a Gold-Tone aluminum 
frame and anodized aluminum weather- 
stripping. 

Market data. The new Rimco Vuevent 
unit is available with regular or glazed 
¥%2” insulating glass from millwork job- 
bers. Dealer sales aids include display 
models, literature and national advertis- 
ing. Rock Island Millwork Co., Factory 
Div., Dept. AL, 2525 4th Ave.,. Rock 
Island, Ill. 
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Nevamar Adds Five New Colors 


Nevamar Carefree Kitchens, Inc., has 
added five new colors to its present line 
of seven Nevamar wood grains. Parti- 
cipating in the color program of House 
& Garden magazine, Nevamar stylists 
have selected three basic pastels: mist 
blue, pastel citron and pink as well as 
solid white to offer wider choices for 
kitchen designers. 

A new wood grain, called Kola Teak, 
also has been added to allow decorators 
to blend Nevaniar plastic-surfaced kitch- 
en cabinets into dining and living areas 
of the home. 

Market data. All of the new colors 
and patterns are available in the stand- 
ard Nevamar plastic laminates to fit the 
trend toward matching counter tops and 
breakfast bars. Dealers may obtain sam- 
ples of the complete range of patterns 
by writing to Nevamar Carefree Kitch- 
ens, Inc., Dept. AL, Odenton, Md. 
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Lightweight Aluminum Sheet for 
Re-Roofing & Siding Market 


A new low-cost, lightweight aluminum 
sheet is especially designed for the resi- 
dential and farm re-roofing and siding 
market. Called Twin-Rib, it is diamond 
embossed with a pair of rib-shaped cor- 
rugations spaced 8” on center, The flat 
areas between the ribs are approximately 
5” wide. 

The twin ribs provide strength where 
it is needed to support the weight of 
workmen and the flat surfaces of the 
ribs offer an idea! nailing surface for 





We're Building Shellac Sales for You! 
promoting 


co more sales, feature shel- 
lac. Display this seal — on 
window streamers. 


Ask your wholesaler. 


Shellec information bureoy © 51 Pine Street, New York 5, N.Y. 
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REDUCE delivery costs. 
UNLOAD a LOAD or HALF LOAD at a time 


with an 
R-B ROLL-OFF 
. truck body 


Complete bodies shipped KD. Easily installed. 
Write, wire or phone for catalog and prices. 


The R-B Co. 


1921 Guinotte, Kansas City 20, Mo 
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POLYETHYLEN 


Made in Sun-Resistant BLACK or CLEAR 


SEAMLESS WIDTHS UP TO 32 FT. 2 MIL. TO 8 MIL. THICKNESSES. 


DEALERS: Prompt delivery assured on Warp's COVERALL from 
reliable Wholesalers. For product information and prices, ask your 
wholesaler or write WARP BROS., Chicago 51, Ill. 


Only the Genuine has the Name 


‘“Warp’s COVERALL’ 
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tight eaves, endlaps and ridges, says 
maker. 

Market data. Twin-Rib is an ideal 
item for both consumer and contractor 
sales. It now is available from building 
material distributors in extra large sheets 
for maximum economy. The sheets pro- 
vide for a net 48”-wide coverage in 
lengths from 6’ to 16’. Accessories avail- 
able include: adjustable ridge cap, end 
wall flashing, closure for plain ridge, cor- 
ner posts, gable trim and new diamond 
embossed, large-head aluminum nails. 
Twin-Rib is packaged 10 sheets per 
bundle, all lengths. Kaiser Aluminum & 
Chemical Corp., Dept. AL, Kaiser Center, 
300 Lakeside Drive, Oakland 12, Calif. 
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Ah-h-hh. . Something New Again 
Turn to back cover for a time-saving, 
brand-new idea in inquiry cards for 


Alumakit Boats in Seven Sizes 


Aluminum prefabricated boats of one 
unit hull design for do-it-yourself as- 
sembly are available. Called Alumakits, 
the boats are offered in seven sizes. There 
are five roomy prams with squared-off 
bows, in 7’, 8’, 10’, 12’, and 14’ lengths, 
and two boats with pointed bows for 
special purposes, an 11-footer and a 12- 
footer shown in photograph above. 

Market data. Alumakit makes it pos- 
sible for everyone to own a boat, to 
build and transport it and enjoy it com- 
pletely for as little as $58. Safety fea- 
tures include an underseat flotation of 
polystyrene built-in to every Alumakit 
boat. All Alumakit boats are safely and 
easily powered by all types of outboard 
and air motors, says maker. The tem- 
pered aluminum keels can even be used 
as ice runners, making it possible to oper- 
ate back and forth between ice and 
water, it is said. Alumakit Co., Inc., 
Dept. AL, 234 Shetland Industrial Park, 
Salem, Mass. 
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Brown Elm Hardwood Paneling 


Brown Elm is the latest species to be 
added to the line of prefinished hard- 
wood plywood paneling by Georgia-Pa- 
cific. The wood has a natural affinity 
for the bright oranges and reds now cur- 
rently in vogue, says G-P. The paneling 
is finished with G-P’s family-proof sur- 
face. Ink, cosmetics, household chemi- 
cals and food stains simply wipe off with 
a damp cloth. 

Market data. Suggested retail price of 
Brown Elm paneling is 69¢ a square foot. 
An economy American Elm paneling re- 
tails for 5344¢ a square foot. Offering a 
dealer discount of 333%, both panels 
are available from 60 G-P distribution 
warehouses. They are ideal items for 
both consumer and contractor sales. 
Georgia-Pacific Corp., Dept. AL, Equita- 
ble Bldg., Portland 4, Ore. 
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TRIM PRODUCTION COSTS. 


Give better cut-to-size service 


WITH A 


BENNETT 2-WAY PANEL SAW 








Cross cuts 


Both cross cuts and rip cuts 
can be made without re- 
moving panel from ma- 
chine. One man can handle 
a 4 x 12’ panel! 











_ Bennett: 


RICHARD C. BENNETT MFG. CO. 
Box 339 
LACEYVILLE, PENNSYLVANIA 


ee 


RESP LUMBER 
AND SUPPLIES, LTD. 
669 Parkdale 


Ave. North 


Distributed in 


HAMILTON, Ontario 


Rip cuts 


Cross cuts or rips panels of 


| 

| © TILEBOARD © PLASTICS AND 
|| © HARDBOARD —_—~PLASTIC 

| © PLYwooD LAMINATES 


© ALUMINUM WRITE FOR 
LITERATURE 
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Warp's COVERALL was the First 
Polyethylene successfully tested and 
used for silage covers. COVERALL 
has been consistently advertised to 
farmers since 1955. 


Warp} CoveRALt 


LIKE THIS hee 


R Bere; 


"Epe 
yeP 


Parr aNE 


A Seemdocs Poly SO 
ties 
Made 4 ee or : nas Block 








Take This Ag with 


To Be Swe You ri Your Local Wwe. Libr, 


lem 
Genuine Way's COVERALL 4) < Tho a fast Sear 


Low, Low Prices 
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NEW PRODUCTS 


(begins on page 100) 





Adds Exterior Birch and Oak 
Doors to Plyoneer Line 


Curtis Companies, Inc., has added ex- 
terior birch and oak doors to its Plyo- 
neer door line. Featuring the beauty of 
matched natural wood grains, the new 
exterior low-cost line offers book or slip 
matched birch or oak faces. The all- 
wood core is of 3 x 3 Ponderosa pine, 
with 25%” rails and 1 3/16” stiles. Great- 
er lock block area is provided, which in- 
cluding stiles provides a total lock area 
on each side of 41/16” x 21”. Type 
One glue, meeting the new FHA speci- 
fications, is used. 

Market data. Stock sizes available in- 
clude 2’8” x 68” x 134” and 3’0” x 6'8” 
x 1%”, with other sizes available upon 
application. The Plyoneer line features 
all-wood construction, including faces, 
frames and cores. It is available from 
distributors. It is backed by Curtis’ stand- 
ard door guarantee. Sales aids include 
a flush door selling kit and literature 
now available from Curtis Companies, 
Inc., Dept. AL, 114 12th Ave., So., Clin- 
ton, Iowa. 
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Three New Cherry Woodgrain 
Hardboard Finishes Offered 


Three new Cherry woodgrain hard- 
board finishes are manufactured in 
16” x 8’ and 2’ x 8’ panels for applica- 
tion by Handi-Clip or Handi-Wall sys- 
tems respectively. Samples of the fin- 
ishes shown in photograph above in- 
clude: Imperial, Blond and Bleached 
Cherry. 

Cherry woodgrain paneling is especial- 
ly appropriate for living rooms, dens, 
studies and family rooms, says maker, 
which also markets Walnut finish hard- 
board panels. Installation of the random- 
plank 16” x 8’ panels is fast and easy 
with special metal clips supplied in the 
package. The Handi-Wall system for in- 
stalling 2’ x 8’ panels combines func- 
tion with decoration by providing hidden 
steel mounting strips for hanging a va- 
riety of racks, shelves and cabinets. 

Market data. The new Cherry wood- 
grain hardboard finishes are available 
from distributors. The paneling is an 
ideal item for both consumer and con- 
tractor sales. Minimum dollar invest- 
ment for a dealer amounts to $300. Sales 
aids include literature, displays and sam- 
ples. The Celotex Corp., Dept. AL, 120 
S. LaSalle St., Chicago 3, Ill. 
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An Aluminum Storm-Screen 
Door that Shuts Itself 


A new line of aluminum storm-screen 
doors makes use of a Koroseal vinyl mag- 
netic strip recently introduced by B. F. 
Goodrich Co. Two strips of the mag- 
netic Koroseal are used on the door. One 
is fitted into a channel extruded into the 
latch side of the door. A matching strip 
fits in the same manner on the jamb 
liner. The magnetic pull draws the door 
tightly shut, eliminating any chance of the 
door remaining ajar to admit cold air, 
insects or to be damaged by sudden wind 
gusts, 

Market data. The new line of Weather- 
Seal storm-screen doors is available in 18 
different styles. Included are sunburst 
patterns, multiple-lite models as well as 
embossed aluminum inlay faces and built- 
in speaking apertures. Suggested retail 
prices begin at $59. The doors are car- 
toned. They are ideal items for consumer 
sale. Weather-Seal, Inc., Dept. AL, 324 
Wooster Road, North, Barberton, Ohio. 
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Two Packaged Canvas 
Patio Awnings 


Two new prefabricated patio awnings 
incorporate: custom-made appearance, 
sturdy lifetime framing, low price and 
easy do-it-yourself assembly and install- 
ation. Both awnings are marketed under 
the trade-name of Patiomaker. Both styles 
have 10.10 ounce painted U. S. Army 
duck tops, 1 5/32” galvanized steel tub- 
ing and are available in seven sizes from 
10’ x 10’ to 10’ x 40. 

Each Patiomaker is secured to the 
ground by anchored sockets or belted to 
existing patios. 

Market data. Suggested retail prices of 
the Patiomakers start at $74.95 for the 
10’ x 10’ size. They are ideal items for 
sale to do-it-yourselfers. Each Patic- 
maker is ideally merchandised in a co- 
ordinated patio display. Jensen-Lewis 
Co., Inc., Dept. AL, 205 W. 19th St., 
New York 11, N. Y. 
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Roof Windows in Six Modular 
Sizes Are Announced 


New Ventarama Roof Windows with 
free-blown acrylic domes offer the ad- 
vantages of a skylight plus the features 
of any standard window. Ventarama units 
can be installed before or after a home 
is finished or decorated in less than a 
day’s time, says maker. They also save 


valuable wall space that is required for 
conventional windows. 

The standard Roof Window unit is 
factory assembled. The package includes: 
an outer dome, an inner insulating dome, 
flashing, curb-liner, operator and screen 
complete with hardware. The six stand- 
ard sizes available are based on 16” and 
24” modular multiples of rafter spacing. 
Where color is desirable, the inner in- 
sulating dome is available in any of the 
wide range of Plexiglas colors. 

Market data. Suggested retail price of 
one of the six modular sizes (22” x 30”, 
for example) is $110 plus a suggested $15 
installation charge. Offering a dealer dis- 
count of about 30%, the roof windows 
are available direct from maker. They 
are ideal items for both consumer and 
contractor sales. Minimum dollar invest- 
ment for a dealer is the purchase of a 
usable display unit. Other sales aids in- 
clude Sweet’s Catalog and literature now 
available from Ventarama Skylight Corp., 
Dept. AL, 174 Main St., Port Washing- 
ton, N.Y. 
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Special arrangements will speed your 
inquiry to the manufacturers. See the 
back cover for the first really conven- 
ient card for one-stop shopping. 


May 9, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 








me 


“ eee 
ce 





Sata ae 


& 


srr, 
a ae 
ers es ia 














At the busy Newtown Creek Terminal of National Builders Supply Corp., a Mack B Model 
is loaded with brick for a housing development, while another takes on a load of wall 
board. In New York City’s crowded dock areas and bumper-to-bumper traffic, Macks 
offer the versatile reliability needed to supply the diversified building industry. 


Veteran New York truck user finds 


Today’s MACKS 
best by any standards 


With 45 years of truck experience behind 
them, National Builders Supply Corpo- 
ration rely on Mack trucks for economi- 
cal hauling of brick, rock lath and 
masonry supply items. Says President 
Ben Stolzenberg and Treasurer-Secretary 
Bernard Wolfman, “‘We’ve operated 
many different makes of trucks and truck 
engines, but none of them measure up to 
our new Mack Thermodyne® diesel trac- 
tors. Our fuel costs are reduced over 
50%, performance is remarkable and 
downtime has diminished to the vanish- 


ing point. Today’s Mack truck has 
everything.” 

Mack trucks, precision-built for out- 
standing performance and reliability, are 
first in value, too. Compare them feature 
for feature—dollar for dollar—with any 
other truck on the road today and you'll 
see why experienced operators find 
Macks a profitable investment. 

Built into all Mack trucks are new 
standards of efficiency that add up to the 
factor you are most interested in—lower 
operating cost-per-mile. Find out first- 
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hand how a Mack can add to the profit 
potential of your own operation. Ask 
your nearest Mack branch or distributor 
for the names of Mack owners in your 
area who'll be glad to back us up with 
facts and figures. Mack Trucks, Inc., 
Plainfield, New Jersey. Mack Trucks of 
Canada, Ltd., Toronto, Ontario. Ree 


MAC K 


FIRST NAME FOR 


TRUCKS 





COLOR 
BLINDNESS 
COSTS MONEY 


The wrong color ink used on a brochure; A 
“wrong color-coded package sent to a Custom- 
er; The wrong color ceramic tile loaded for 
shipment. These mistakes waste time, cut 
profit and irritate your customers. 

The inexpensive AO H-R-R Color Test lets 
you screen all employees quickly. Eliminates 
the possibility of color deficient employees 
being placed in jobs where accurate color 
discrimination is essential, Complete test with 
easy-to-understand instructions costs you just 
$20 postpaid. Can be administered by anyone. 
Often pays for itself the first time you use it. 
Order your AO Color Blindness Test today. 

i ie ° 


e ——=q 
| AMERICAN OPTICAL COMPANY | 
| Instrument Division + Buffalo 15, New York | 
| Since 1833 Better vision for better living ] 
| Dept. E278 | 

Please send me one AO H-R-R Color Test. It | 


is understood that if I am not entirely satis- 
fied, I can return it in 10 days for full refund. | 


(Check © Money Order for $20 is enclosed. | 








Zone_._ State 
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e 
WON'T SHRINK 


This modern plastic in 
powder form makes 
lasting repairs in tile, 
wood of plaster. Pays 
dealers a bigger profit. 
SELLS BETTER because 


WILL-NOT SHRIN«| 








it WORKS BETTER. 


STICKS AND STAYS pir 
eerste 


Most dealers report: 
“Our sales of Dur- 
m ham’s Rock - Hard 
Water Putty keep 
—_ st year after 
year.” What’s more, 
Durham's Rock- 
Hard Water Putty 
gives you by far the 
est profit margin on 
any product of this 
nature. Use it yourself, and you'll quickly 
see why it sells so fast, and repeats so regu- 
larly. Many patching materials may oe 
fall out or chip off. Durham’s Rock-Har 
Water Putty does not shrink. Absolutely 
not. It sticks and stays put. You can saw or 
chisel it, paint or polish it to a velvet smooth 
finish. Easy to use. Keeps indefinitely. So 
economical. Just mix with water as 
needed. « Packed twelve 1-lb. cans or six 
4-lb, cans to case. Keep some of each on dis- 
play. Available in 25, 50, 100-lb. drums for 
industrial users, Order from your jobber. 


The, PLASTIC Repair Material 
in POWDER Form 
Circle No. 71 on Handy Cover Card 
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NEW PRODUCTS 
(begins on page 100) 





Two Packaged Kitchens 


_Called Ensemble Kitchens, packaged 
kitchens in two styles are 9’ wide with 
an “L” return of 3’9”. Both kitchens are 
complete with sink, Micarta counter tops 
and built-in platform and oven. 

The cabinets are of Westinghouse 
heirloom maple. Both kitchens feature 
the Westinghouse four-unit platform 
built-in range, Model PBA-20, with re- 
mote controls. The Arlington model 
shown in photograph above has a large 
Westinghouse Imperial oven, Model 
OHA-30, with lift-off door. Cabinets in- 
clude 84” base and wall units, a diag- 
onal corner wall, a 21” wall and a corner 
base. The Fairlawn model features a 17” 
built-in oven. Both models use Micarta 
tops in either white or yellow. 

_ Market data. Both kitchens are de- 
signed with floor plans that make it easy 
for a dealer to expand by adding other 
cabinets and additional free-standing or 
built-in appliances. Both packaged kitch- 
ens have suggested retail prices of $700 
or less. Westinghouse Electric Corp., 
Electric Appliance Div., Dept. AL, 
Mansfield, Ohio. 
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Aluminum Unit Has Door Frames, 
Stripping, Trim and Hardware 


An aluminum door frame, including 
the door itself, can be installed within 
15 minutes, explains president D. W. 
May (right, above) of the manufactur- 
ing firm which produced the unit to C. 
D. Mills, a Reynolds Metals representa- 
tive. 


The unit consists of a door frame, 
threshold, inside trim, weatherstrip, pin 
tumbler lock and nailing flanges or ma- 
sonry clips. Any type of door may be 
chosen by a homeowner and used with 
the frame, says May. Savings in installa- 
tion labor costs offset any slightly higher 
cost of aluminum over wood, he adds. 

Market data. All components of the 
unit are Reynolds’ aluminum except the 
cadmium-plated steel door hinges and 
vinyl weatherstripping. The unit is read- 
ily adaptable to frame, masonry or brick 
veneer construction. It is primarily an 
item for contractor sale. Optional items 
for the unit include: brick trim, alumi- 
num raindrip and combination storm- 
and-screen door. 

For more details about the door frame 
just introduced for national distribution, 
write to Manitou Mfg. Co., Dept. AL, 
5723 Green Ash St., Houston 36, Tex. 
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Precut Moldings Provide a 
Provincial Look to Doors 


Precision-cut, packaged sets of decora- 
tive wood moldings for room doors and 
built-in cabinets in kitchens, bedrooms 
and baths are announced. Trade-named 
Decra-Mold, the pre-mitered molding sets 
are offered in two sizes: 5/16” x %” with 
3” radius on curved corners and 9/16” x 
1%4” with 4” radius on corner curves. 
Species available include white pine, 
mahogany and beech, but others may be 
obtained on special order. 

Decra-Mold lets a homemaker create 
exciting interiors as well as exteriors. 
The moldings afford unlimited varia- 
tions in style, design and finish. 

Market data. Suggested retail price of 
Set No. D-36 in white pine, for ex- 
ample, is $2.76 per side of one door. 
Dealer discount is 33 1/3% plus a special 
10% cash discount. The packaged sets of 
decorative moldings are available from 
20 building material distributors and 
sash and door jobbers or direct from 
maker. The moldings are quick and easy 
to apply. They are ideal items for both 
consumer and contractor sales. 

There is no minimum dollar invest- 
ment for a dealer. Sales aids include 
sample boards, brochures and easy-to- 
follow application instruction sheets. 
Agee Decra-Mold Products, Dept. AL, 
P. O. Box 5027, Oklahoma City 1, Okla. 
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Now! 


Modern Hager Hardware in 


crisp! clean! attractive! 
for high-speed shipping without re-packing. 


New materials-handling advantages, too. 


Jobbers ship ‘‘as is’’; without re-packing and re-counting. 
It arrives ‘‘in the pink” ready to display or stack, 


handsomely. on counter or shelf. : ‘ 


1 


Decimal packing, throughout the line, simplifies pricing 
ind inventery. New billboard label can be. read at a glance 
in aisle away. The folding top thumbs open conveniently; 


stays friction-tight shut when closed. 


Newly designed, newly constructed for high-speed selling, 


shipping and handling Modern Hager Hardware. 
new design » modern construction + new decimal eount + new billboard labels 


a Folding ‘Top 








New l-piece 


ttrackren es _ Tough, double walled 


corrugated kraft 


t Stacks Evenly hit 
Shelves Solidly ... 
Displays Handsomely 


EVERYTHING HINGES ON Hage 


*Seeing-Eye"’ Labels The shipping carton is new, 
in 3 attractive too contains fewer boxes for 


signal” colors easier warehouse handbhing. 


©1960 C. Hager & Sons Hinge Manufacturing Co., St. Louis 4, Mo. 
Hager Hinge Canada Limited, Kitchener, Ontario 


SE'STOCKS ATLANTA, BOSTON, DALLAS, DENVER, LOS ANGELES, SAN FRANCISGO, SEATTLE, ST. LOUIS 


new SALES AIDS 


Plywall’s New Salesmate Program Helps 
Dealer Double Day’s Paneling Sales 


“Poly-Clad Plywall—Modern Miracle in Wood Paneling,” 
a full-color sound film designed for use in retail selling, has 
been released by Plywall Products Co., Fort Wayne, Ind. The 
film was produced solely for use with Plywall’s Salesmate, a 
completely automatic sound film viewer. 

At a test use in the store of American Coal & Supply Co. of 
Fort Wayne, the film resulted in an immediate paneling sale for 
two rooms and an entire cottage interior paneled in Poly-Clad 
Plywall. The film showing was augmented by demonstrations 
conducted by E. D. Neuen (right) of Fiddes-Moore & Co., Fort 
Wayne Plywall jobber, to show customers how easily crayon 
marks, grease and shoe polish may be removed from Poly- 
Clad with a solvent-soaked laundry towel. 

After eight hours of continuous use of the eight-minute 
film supplemented by the test demonstrations, American Coal 
& Supply had doubled its Saturday paneling sales. Said mer- 
chandising manager Al Novitsky: “The impact of Plywall’s 
color film and its effectiveness as a traffic-stopper make it 
one of the best sales helps we've ever had.” 

Retailers who wish to invite their customers to see the 
new sound film may now obtain the Salesmate units from their 
Plywall distributors. Plywall Products Co., Inc., Dept. AL, P. O. 
Box 625, Fort Wayne, Ind. 
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Sheetrock Display Has 
a Double-Purpose 

A new Sheetrock point-of-purchase dis- 
play tells the story of Sheetrock and how 
to use it. It also has a detachable folding 
stand so that it may be used as an island 
or a counter unit. Featured on the sales 
aid are both a thickness and a surface 
selector. The surface selector is a series 
of cards showing the six different finishes 


available on Sheetrock, while the thick- 
ness selector shows the five thicknesses 
and where each should be used. 

Stored on the display are copies of a 
24-page, four-color booklet, telling the 
homemaker the advantages of Sheetrock, 
explaining its many uses and offering 
preparation and application techniques. 
The booklet illustrates 19 ideas for re- 
modelers and shows via photographs the 
product’s versatility in new construction. 
U. S. Gypsum Co., Dept. AL, 300 W. 
Adams St., Chicago 6. 
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Formica Flakeboard Sample Kit 


New’ selling aid for Formica Flake- 
board is an all-in-one demonstration flip- 
top kit containing sample pieces. Each 
piece illustrates a variety of Flakeboard 
adaptabilities, including drilling, screw- 
holding, routing, shaping, sawing, veneer- 
ing and dovetailing. 

Versatile machinability makes Flake- 
board an ideal underlayment for Formica 


laminated plastics, also as core material 
for case goods, says maker. Formica 
Corp., a sub. of American Cyanamid Co., 
Dept. AL, 4614 Spring Grove, Cincinnati 
32, Ohio. 
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FAMOWOOD ... the AMAZING... 


THE VERY BEST IS 


TEMPLIN ENGINEERED ROOF FRAMING 


_ ALL-PURPOSE PLASTIC for wood finishes! 
APPLIES LIKE PUTTY . . . STICKS LIKE GLUE! 
FAMOWOOD is the answer... where wood 
finishes are important. Simple to use... effi- TEmMPLIN 
cient, lasting, time-saving, when filling wood 
ao gouges, nail and screw holes or cor- — p | 
patios defects. CAN BE USED UNDER 1 
FIBERGLASS. Dries quickly, doesn’t shrink. 
4 5a under adverse conditions. FAMO- 
ds easily, does not gum up sander, 
Takes spirit dye stains freely. Waterproof and 
weather; when ~ wage y a ied. Ready 
to use—“right out 15 matching 
* colors, with amazing Ban Fa wood finishes. 
: es USED BY ‘ 
ae CABINET MAKERS + CONTRAC 
AIRCRAFT PLANTS « PATTERN SHOPS + HOME 


FURNITURE 


TEMPLIN 
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FAMOWOOD descriptive literature & price list on request. Distributor & Dealer inquiries invited, write Dept. 724 


BEVERLY MANUFACTURING COMPANY ics ancnuts s, cau. 


80S ANGELES 3, CALIF. 
Manufacturers of...FAMOWOCD © FAMOGLAZE « FAMOSOLVENT 
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Announcing a major “breakthrough” 


truss manufacturing methods pate 


rafter overhang 


TURN-A-BORE AUTOMATIC 
TRUSS CUT MACHINE 


e Fabricates all lumber for roof truss and rafter in four minutes or 

less .. . including set-up, loading and unloading, and actual cutting . 5 Automatic dialing 

time. ih for pitch and span 

e Angle cuts and bores (where necessary) for top and bottom chords, 

tension and compression webs . . . notches for rafter overhang. 

e Permits instant, automatic settings for any combination of pitch 

and span desired. 

e Finishes lumber to such close tolerances that corresponding truss Pee 

members are actually interchangeable. sak comet 

e Makes assembly easier . . . virtually eliminates scrap caused by angle 

error or miscalculation. adjustments 

@ Requires only one semi-skilled operator . . . does the work of a * 

number of highly skilled men. ' Aaa 

@ Available for either flat-plane truss designs, or Teco split-ring a me 

wes Mh 

¢ The only machine of its kind . . . an investment of first importance : r “po 

to any company in the packaged truss field. -_ a ien 
Write, wire, or call collect today - 


EQUIPMENT COMPANY ?o'rr worth, 
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this service by tool departments now 

using the machine is $10, says maker. 

Little Brute Shaft Saver retails for $34.95 

each, f.o.b. factory, with quantity dis- 

counts available. Little Brute Co., Dept. 

AL, 317 E. First St., Monticello, Iowa. 
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new EQUIPMENT 


Develops New Concept in 
Concrete Vibrator Equipment 

A new vibrator-generator combination 
consists of an Eccentric Rotor concrete 
vibrator with only one moving part and 
a brushless, bearingless, no-wear genera- 


Symons Has New Lo-Wall Form tor. The internal stator remains station- 
ary, while the carefully unbalanced ro- 


Straightens Bent Crankshafts 
without Dismantling Engine 

A new easy-to-operate small engine 
crankshaft straightener, called the Little 
Brute Shaft Saver, is announced. Without 
dismantling the engine, it now is possible 
to straighten bent crankshafts in most 
vertical shaft engines used on lawnmow- 


A new version of its Lo-Wall Form, 
commonly used for capping the trench 
form method of pouring house founda- 
tions, is announced by Symons. The new 
form is 12” high and is available in 
standard and special lengths. The basic 
unit is adjustable to produce either a 
uniform 8”-thick wall or a batter of 4” 
in its 12” height. Inside and outside 
forms are identical and interchangeable. 

An outstanding feature of the new 
form is a labor-saving device, Stake-to- 
Yoke Bar Clamp, which assures fast-sure 
grade and line adjustment. The new de- 


tor revolves around it, causing the entire 
head to vibrate. 

The new Master vibrator has a head 
diameter of 25¢” with standard casings in 
7’, 14 and 21’ lengths. Twenty-five 
feet of heavy-duty cable runs from the 
casing to the power source. A switch 
that can be immersed in concrete is lo- 
cated 7’ from the vibrating head. Equal 
vibration occurs along the entire length 
of the vibrating head, moving concrete 
faster and providing ample “kick” for 
low slump concrete, maker says. 

The one-man vibrator runs on 115- 


ers today, says maker. 

The average time it takes to straighten 
crankshafts with the Little Brute Shaft 
Saver is just seven minutes per engine, 
it is said. The average price charged for 


NEW PRODUCT 
PASSES 8,000,000 
IN SALES 


ACCEPTANCE and QUALITY 
PROVEN in ONLY THREE YEARS 


sign is lighter, per ys and wet 0 less volt, 180-cycle current, provided by an 

time to set up and strip, says Symons ~—=_ &)_nound, 1200-watt permanent-magnet 

Clamp & Mfg. Co., Dept. AL, 4249 W. generator. Master Vibrator Co., Dept. 

Diversey Ave., Chicago 39, Ill. AL, 169 Stanely Ave., Dayton 1, Ohio. 
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Now, every kitchen can have 


PURIFIED AIR 


... with NO outside ducts! 


DUCTLESS HOOD a 


banishes cooking odors... 
removes smoke, grease—even 
pollen—by a time-tested 
scientific miracle. This is the 
magic of Activated Charcoal 
—the substance that purifies 
the air men breathe in 
atomic submarines. 


SIMPLE TO INSTALL... 
DUCTLESS HOOD 

uses no expensive outside 
vents or louvres, Instead, 
powerful motor-blowers re- 
circulate kitchen air through 
filters to remove impurities. 








HOLLOW WALL ANCHORS 
The preferred product by 
contractors and “do-it-your- 
selfers.” 


SPritlless 


U. 8. Patent No, 2886126 


od 





For HOLLOW 
FLUSH DOORS 
Specify No. 4SS 











OTHER PRODUCTS for your 

PROFIT: 

“DHD" Diamond Hammer Drive, 

Nail Type Anchors 

Diamond Red Sea! Calking Anchors 
| Diamond “Mulsi-Size” Wood Screw 

Anchors 


TOTAL FREEDOM 
IN KITCHEN DESIGN! 


DUCTLESS HOOD is self- 


units to be placed in any 
desired location. Sizes 
Diamond “SPRING” Toggle Bolts and colors for every decer. 


WRITE FOR SAMPLE packed in DIAMOND “Pp” lag Screw Ex- 
impulse- buying NEW BLISTER PACK Pansion Shields 
San “DI-FORGE” Percussion Masonry 
Ask your Distributor Drills 
Garwood, N. J. 


DIAMOND EXPANSION BOLT CO., Inc. Be te asi Ponte 
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For other rooms—the built-in 
DUCTLESS AIR PURIFIER 


Write for literature: THE 











“You'll pull in extra profits when you suggest 
‘SCOTCH’ BRAND Masking Tape with every paint sale.” 


SCOTCH’ 1S A REGISTERED TRADEMARK OF THE 3M CO 
Mienesora [ffinine ano ]/fanuracrurine company 
.. WHERE RESEARCH 1S THE KEY TO TOMORROW 
* 








Let Smith’s Colors 


Brighten Your Business 


@ HIGH PROFIT ®@ FAST TURNOVER 


CEMENT COLORS 


MORTAR COLORS 
PLASTER COLORS 


GEO. B. SMITH CHEMICAL WORKS INC. 


ot ee te SL Telephone Maple Park 77-3221 


We Are Color Manufacturers——Not Merely Blenders 
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STRUCTURAL SLATE COMPANY 





"PACKAGED SLATE he 2 


PATIO’ a¥ 
..@& natural ke . } ys 


for the trend — _ 


to outdoor xy Eg &3 


summer living ~ 


ADAPTABLE TO 
exterior walks + interior floors + fireplace hearths 


TIMELY 


The move is to ovtdoor summer living and eating . . . on the 
patio! With the new Packaged Slate Patio, all the contractor 
or do-it-yourselfer need do is follow a simple arrangement 
diagram to achieve a true custom look. Pieces are already cut 
in different sizes, in a variety of colors . . . ready to lay. 


INEXPENSIVE 


Production line pre-cutting method means real savings to the 
consumer. It puts a slate patio within the average homeowner's 
reach . . . provides you with a tremendous market potential 
for slate patio selling. 


MERCHANDISING AIDS TO PUT SELL 
INTO YOUR PROGRAM 

NATIONAL ADVERTISING... DEALER MATS... 
FOR PRE-SELLING WITH YOUR ADVERTISING 
Your customers will see the 
Packaged Slate Patio in LIV- 
ING FOR YOUNG HOME- 
MAKERS and POPULAR GAR- 
DENING. Product identifica- 
tion is established nationally 


TO TIE IN 


A series of newspaper mats 
are available to sell the prod 
uct... and you as the area 


Dealer! 


to make your local selling job 
easier! 


POINT OF PURCHASE DISPLAY 
. . AN EXTRA SALESMAN 
WORKING FOR YOU 
Display keeps selling for you 
all day... 
it on a counter... it's 3- 
color, 15” x 20%”. Pocke? 
contains supply of 4-color 


4-COLOR BROCHURES . 

TO STIMULATE BUYING IN- 
TEREST 

Fully illustrated, the brochures 
every day! Stand ? ; ‘ 

show various basic designs for 
easy following. Use them for 
direct mail . . . keep them 


brochures. stocked in your display. 


FOR COMPLETE INFORMATION ON THIS UP-TO-THE-MINUTE 
PRODUCT, WRITE NOW TO: 
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PEN ARGYL, PA. 


COMPACT Sprz: 
Slimmer 


} 


] 
j 


Milwaukee NU-JAMB 
Double-ActingNo. 2200-2” 


Here's the new hinge that's your smartest choice 
for easy-swinging those trim, slim — %,” to 1142” 
—- louvered doors . Milwaukee NU-JAMB 
Double Acting Spring Hinge No. 2200-2”. More 
than beautiful, compact, symmetrical in modern 
design, it has new practical, exclusive features 
vital for every job. Easier to install, it has a new 
Concealed, Built-in Hold-Open feature requiring no 
extra, time-wasting parts to bother with . . . 
Holds door open at 90° angle right or left. 
Requires no hanging strip! Beautifully designed, 
with modern button tips, it is furnished in all 
standard finishes. 

Ask for prices on Type H-2200 with Hold-Open, 
or Type 2200 Standard. For other Milwaukee Hard- 
ware, see Sweet's Architectural File. 


D MILWAUKEE STAMPING COMPANY 


804 S. 72nd Street, 
Milwaukee 14, Wisconsin 
QUALITY METAL PRODUCTS 
SINCE 1893 
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SYMONS 
Steel Stake 


Pullout hole 
for easy 
removal 





Can Be 
Reused 
indefinitely 


Easily secured 
to lumber— 

can be nailed 
every 1” 0.C. 


I" beam design 
drives easier, 
holds best 


Drives easily into 
hard earth. Can be 
used for practically 
any type of stake 
work. This popular 
and profitable item 
is available in 12”, pemieuntes 
18”, 24”, 30", 36” with minimum 
and 42” sizes. deflection 


ZV Simms 


SYMONS CLAMP & MFG. CO. 

4267 Diversey Ave., Chicago 39, Ill., Dept. E-O 
Please send complete dealer price information 
on your STEEL STAKE. 


Hi-Carbon 
Alloy Steel 
tough to bend 





Nome. 





Firm. 





Address 





Zone State. 
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COME TO OUR 
FOR WEEK-END omens. 
| OUR 








TWO NEW YORK STATE DEAL- 





err City tine | 
| Flewwstose 7-8610 


ERS use the Yellow Pages dif- 
ferently. Meadowbrook Lum- 
ber, Bellmore, has 22 separate 
classification listings while Vil- 
lage Lumber plays up _its 











ey! oe 
TLL DRIVE INTO 
LOT seHtnD ARGO 
ee | 





service to homemakers and do- 
it-yourself customers. 





Classified ‘Phone Book Ads 
Bring Wide Customer Response 


DVERTISING in the yellow 

pages of the phone book is one of 
the most economical and effective 
ways to reach a good many potential 
customers. Do-it-yourself prospects, 
home-owners, carpenters and contrac- 
tors are among the customer catego- 
ries you can expect to reach. 

Listing your firm name under a va- 
riety of product and service categories 
is likely to bring the best results. For 
example, Meadowbrook Lumber and 
Equipment Corp., Bellmore, N. Y., 
uses 22 different classified listings in- 
cluding: 

Lumber-retail, building materials, 
kitchen cabinets, millwork, doors, 
tools, plywood and veneers, counter- 
tops; hardware dealers-retail and paint 
and painters’ supplies-dealers. 

Hytron Lumber & Supply, Inc., 
North Syracuse, N. Y., aims at the 
homeowners do-it-yourself market by 
placing directory ads detailing the serv- 
ice it offers, stating it carries every- 
thing “you need to repair your home.” 

In Bladensburg, Md., Suburban 
Supply Co., has found that Yellow 
Page advertising in directories around 
Washington, D. C., helps reach the 
builders’ market, too. It allocates 90% 
of its annual advertising budget to list- 
ings giving information on products 
handled. Builders and _ contractors 
scanning the “millwork” classification 
learn that Suburban carries both stock 


and special items with free delivery for 
prefab stairways, door units and win- 
dow units. 

Many retail lumber dealers list 
themselves in the classified section un- 
der the trade name of a _ nationally- 
known supplier, bracketing the firm 
name with a trade name under build- 
ing materials, wallboard, _ plastics, 
paint, floor-materials-laying and refin- 
ishing or tools-electric among others. 

The lure of a free school for week- 
end carpenters is offered by Village 
Lumber Co., Inc., Queens, N. Y. The 
firm averages more than 60 calls daily 
from customers who referred to the 
classified directory. 

Costs of classified Yellow Page list- 
ings vary according to the population 
of the area served. Rural or suburban 
Yellow Page advertising is normally 
lower than that in metropolitan areas. 
Regardless of population area, every 
firm is entitled to a light-face listing 
in the classified section at no charge. 


The cost is about $4.50 annually if 
the listing is in boldface. Special small 
box listings under a brand name class- 
ification can usually be secured for $5 
per month. Or 2” ruled box for $12 

r month; 2” box for $40 per month; 

4 column display ads for $50 or 2% 
column ads for $100 per month. And, 
of course, there are a variety of other 
listings available. 
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SO EASY NOW... 
to adjust gliding doors! 


NILE i) KENNAFRAME® 


all-steel, warp-proof pocket door assembly with 


FINGER ADJUSTING* HANGERS 


NO NEED TO REMOVE STOPS, TRIM OR DOOR! 
CUTS ALIGNMENT TIME IN HALF! 
ENDS COSTLY CALL-BACKS! 





Also availabie 
NEW IOOOFA 
KENNAFRAME 


Finger Adjusting 








A 


Kennoframe cuts assembly cost. One ready- 
to-install package saves time and money. 


NEW 900FA KENNAFRAME “Custom”’ series, prefabri- 
cated assembly for 1” to 134” pocket doors, easily installed by 
one man in half the usual time. Four screws lock entire unit; 
simple adjustments for perfect header and jamb alignment. 
Save time; assure lasting, trouble-free performance. Note 
ratchet-type adjuster; mere finger-touch permits easy, time- 
saving alignment. New instant door mounting eliminates 
millwork. These exclusive features available in pocket and 
by-passing hardware. Write TODAY for details! Kennatrack 
Corporation, Elkhart, Indiana. *Pat. Pend. 
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MANAGEMENT WORKSHOP-IN-PRINT 


Why Good Men Quit 
—And How to Prevent It 


(First of two installments) 














The following answers to a perplexing management problem were ob- 
tained and analysed from our management workshops for building ma- 


terials dealers. —A.A.H. 


YOUR DIRECT RESPONSIBILITY 


is 


5 


a 


3. 


10. 


Lack of communion 
Get at the real problem early 
Lack of encouragement 
Specifically encourage each individual more often 
Lack of being consulted 
Get men more interested in their job by consulting 
them frequently on better ways to do it. 
Lack of confidence in management 
Employe-centered interviews which sell the mana- 
ger’s ability, personality and desire to be of help to 
the individual employe. 
Lack of empathy 
Seek the conscious and unconscious motivations 
Bad supervision 
Realistically face the facts and take corrective action 
Favoritism to others 
Management should practice and demonstrate im- 


P 
Lack of harmony in organization 
Find causes. Develop planned teamwork 
Lack of authority with relation to responsibility (frus- 
tration) 
Analyse with employe plus and minuses and come 
to logical conclusion—then sell it. 
Overbearing, ruthless boss 
Switch to democratic processes—consult before sug- 
gesting 
Failure of management to keep its promises 
Check promises and their fulfillment periodically. 
Avoid over-promising 
Personality clashes. 
Take the parties involved to lunch periodically. 
Lower tensions. Relocate. 
Unjustified criticism 
Find cause—apologize 
Work load too heavy 
Compensation or special recognition for extra ef- 
fort—plus relief 
Lack of realization of opportunity 
Teach the man how to measure opportunity 


. Poor tools and equipment 


Promise the situation will be corrected and keep the 
promise 


. Lack of adequate training 
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Take both direct and indirect action. Regularly 
scheduled training meetings 
Conceited Management 
Practice the 11th Commandment—“Don’t take 
yourself too seriously” 
Aren’t told how things are going 
Give the man regularly scheduled progress reports 
Not enough of their talents appreciated 
Praise generously and frequently 


. Unwillingness of management to listen and accept new 
ideas 
Invite suggestions. Listen constructively 
. Work interruption 
Employe-centered interview on better planning and 
action 
. Poor working conditions 
Periodic review and improvement 
. Inadequate safety measures 
Make corrections—seek employe suggestions 
25. Lack of understanding 
Practice empathy—and demonstrate it 
. Lack of acceptance as team man 
Determine specific causes—stay with problem until 
teamwork is organized 
. Officiousness in superiors 
Pin him down to specifics and try to reconcile 
. Rumors, gossips and busybodies 
Penetrate to source and take group correction 
. Blame for something they didn’t do 
Investigate—give recognition before fellow workers 
. Uncertainty as to future 
Better same. job on his personal opportunity—but 
don’t overse 
. No merit recognition 
ake action and promise periodic checks 
. Lack of recreational facilities 
Set up an employe committee headed by interested 
individual 
. Inadequate training facilities 
Regularly scheduled training sessions 
. Round plug in square hole 
Periodic review of all situations. Correct wherever 
found 
. Lack of recognition 
Correct immediately and in future anticipate em- 
ploye’s need for recognition, taking action frequently 
. Greener grass elsewhere 
Provide open | of sad experience with this idea 
. Monotonous wor 
Rotate jobs—more frequent breaks. Incentives. Pro- 
vide outside interests 
. Under constant strain 
Find cause and provide relief if justified 
. Lack of progress reports 
Provide these regularly 
. Friction 
Point out that a little of this is inevitable—oil hot 
spots with a couple of cool drinks 


Borderline reasons which management may need help 
in correcting, and reasons that good men quit which man- 
agement can do little or nothing about will be published 
in your May 23rd issue of A.L. & Building Products 


Merchandiser. 
—-ART HOOD 
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carport or patic 
What a package, the 


H/D aluminum Multi-Port! Its dual personality gives it real sales appeal. Free-standing, it’s an 
ideal carport; wall attached, it’s a big, low cost patio roof —or a carport, or both, depending 
on the season! The H/D Multi-Port makes a fine boat shelter, too. It’s a full 10’x 20’ and can be 
easily installed in multiples with a special center leg package. Despite its competitive price, the 
H/D Multi-Port is a top quality product, rigorously engineered by Bridgeport Brass Company, 
as you can see in the photograph below. The 4,000-lb. truck and steel channels it is rest- 








ing on are supported solely by the H/D Multi-Port (20-lb. loading). There are no extra posts, 
wires, or hidden supports. The roof is made of 6” wide interlocking panels of special aluminum 
alloy, heat-treated, finished white with 2 coats of baked enamel. Contact your Hunter Douglas 
representative. Or write Bridgeport Brass Company, Hunter Douglas Division, 30 Grand Street, 
Bridgeport 2, Conn. 
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Classified 
Advertising 


Terms — Cash With Order 
Minimum Charge $7.50 


Rates: 

1 Time —30c per word for each insertion. 
Minimum charge of $1.50 per line. 

3 Times—25c per word for each consecutive 
insertion. Minimum charge of $1.25 
per line. 


Add $1.75 per insertion for blind ads bearing 
box number. 


No agency commission or cash discount 


allowed. 


All ads for classified section must be in Pub- 
lisher's office 14 days preceding date of pub- 
lication. Advertisements are set in uniform 6 
point style. No cuts or special borders al- 
lowed. Replies forwarded without additional 
charge. Count five words to a line and when 
less are specified or used, regular line rate is 
charged. When answering box numbers or 
mailing copy for ads address them to: 


AMERICAN LUMBERMAN 
59 East Monroe St., Chicago 3, Ill. 
Phone: Fi 6-7788 





HELP WANTED 








DETAILERS—Experienced in shop drawings 
for all types of Architectural Millwork. 
Please give age, experience, availability and 
sample of drawings, if possible. Permanent 
employment. Salary commensurate with 
ability and excellent working conditions. 
Sixty years old midwestern firm. Address 
Box L-40 American Lumberman & Build- 
ing Products Merchandiser. 





FLORIDA MILLWORK PLANT 


Has permanent position for experienced mill- 
work superintendent capable taking full 
charge progressive plant. Must be mages: 
ienced estimator, detailer-biller. Excellent 
working conditions, profit sharing program. 
Salary commensurate with ability. Give age, 
experience, availability. Address Box 
American Lumberman and Building Products 
Merchandiser. 





SALESMAN for retail lumber and building 
materials yard. Must be experienced and 
successful in lining up new contractor clien- 
tele. The Company is long-established, ag- 
gressive Peoria company undergoing expan- 
sion. Salary open, depending on your experi- 
ence and ability. Also bonus deal, after you 
qualify as permanent member of our Com- 
any. Car furnished for business solicita- 
ion. Write us your experience, qualifica- 
tions, and starting salary required. No finan- 
cial or family-in-the-business problems 
here. Good opportunity for one more man in 
our sales organization. Address Box M-37 
American Lumberman & Building Products 
Merchandiser. 





SITUATIONS WANTED 











Years of experience in architectural mill- 
work—any capacity. Best reference. Ad- 
dress Box M-41 American Lumberman & 
Building Products Merchandiser. 
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SALES REPRESENTATIVE 
AVAILABLE 











Manufacturer’s Representatives Wanted. Ex- 
cellent potential for representatives currently 
calling on Building Suppliers, Paint, Wall- 
paper and Glass Houses who can adequately 
andle an additional line. If interested, ad- 
vise territo desired and experience. Ad- 
ress Box -46 American Lumberman & 
Building Products Merchandiser. 





BUSINESS FOR SALE 








FOR SALE—Lumber yard Paint and Hard- 
ware in Alaska. Average Gross $90,000. Idea! 
for man and wife. Terms. Address Box K- 
62 American Lumberman & Building Prod- 
ucts Merchandiser. 





Business For Sale In Lower Delaware 

On main highway one-half mile from town 

with large store, ample storage buildings, 

one six room home, 5 acres of land, Incor- 

perenne in 1946. Gross 1958-$245,000.00; 1959- 
5,000.00. Address Box M-23 American 

am & Building Products Merchan- 

iser. 





FOR SALE 

Planing mill and resaw. Up to date, all 
electrical. Power conveyors and Green chain. 
Sawdust burner. Build , two trucks, two 

Located Denver, Colorado area on 
20 acres of leased ground with portable saw 
mill backed by approximately eight million 
feet Spruce timber. Capacity 40,000 feet 
daily, one shift. Address Box M-30 Ameri- 
can Lumberman & Building Products Mer- 
chandiser. 





FOR SALE-—Lumber & <a emagy | Materials 
Yard in Southwestern Michigan. After thirty 
five years owner wishes to retire. Sell or 
lease buildings and land, inventory at mar- 
ket, high five figures. Excellent potential 
for a go-getter. Address x M-45 Ameri- 
can Lumberman & Building Products Mer- 
chandiser. 





Established retail Lumber, Paint, Hardware 
business, with planing mill, excellent lo- 
cation over three hundred feet ee mage 
on four lane National Highway Route 40 
near Cumberland, Maryland. Clean inven- 
tory, parking space. Actual cost cash for 
inventory, terms on equipment and planing 
mill. Will lease or sell real estate. Owner 
retiring from retail business. P.O. Box 155, 
La Vale, Md. 





Lumber Yard—$11,500, (Independent assessed 
valuation pth B plus inventory of coerce: 
imately $16,000. Equipment $2,150, available 
immediately, located in central Wisconsin. 

ddress Box M-42 American Lumberman 
& Building Products Merchandiser. 





Building Material Business in rapidly ex- 
yon resort area of northern Michigan. 
A profitable operation with best of pd 
Ample opportunity for epee. natural 
for home improvement Dept., contracting, 
nen Large, modern salesroom and ware- 
ouses. Private siding. Owner must retire. 
Will sell all, or stock and equipment only 
and lease land and buildings. Address Box 
M-43 American Lumberman & Building 
Products Merchandiser. 





BUSINESS OPPORTUNITIES 








Business Opportunities 
Florida 


Old line yard plant site with 700’ A.C.L. and 
S.A.L. railroad siding, and with frontage 
on U.S. 27 for lease. Now operated as re- 
tail lumber and building material business 
with buildings, all equipment and inventory 
for sale. Location and facilities suitable for 
same or related e enterprise. Owner to 
retire. For additional information write P. O. 
Box 627, Leesburg, Florida. 





RAILS WANTED 








. Bought and Sold. 

Trucks in stock. 
Ave., New 
rgh 22, Pa. 


RAILS: New and Relay 
1000 Good Serviceable Ki 


M. K. » & Lextagton 
York 17. 400 Park Bldg., Pittsbu 





MACHINERY FOR SALE 











FOR SALE: American Sticker 10” x 8” 4 
Head—20 H. P. 3 Ph-Motor with Starter box. 
Also gear box between motor and sticker. 
1 Lot of knives—complete with belts. All 
for $500.00 
Logansport Lumber Co. 
Logansport, Ind. 





MISCELLANEOUS FOR SALE 











CARPENTERS APRONS 
Write for prices and information. 


THE MINNESOTA SPECIALTY CO. 


119 North Fourth Street 
Minneapolis 1, Minn. 





TIMBER FOR SALE 


For sale or lease 27,000 
acres. Finest timber & timber 
lands. Established Quail ve 
North Central Flori 


Address Box M-29 American Lumberman & 
Building Products Merchandiser. 





CLOSEOUT 


Bargain by 
Manufacturer 


ALUMINUM 
TENSION SCREENS 


All New Stock 
Packed six to carton 
Sixteen sizes. 


SEND FOR LIST AND 
PRICES 


FRANK F. ANDERSON 
P. O. Box 592 Ft. Smith, Ark. 





AT AUCTION 
Sat. May 21, 1960 


Complete planing mill and Cant Gang Mill 
—Practically new Braun Tyrol 26 inch 
— ae to saw only 1-million feet 
can ear driven roll case in front and 
back of saw—two 125 ft. chain sorters— 
complete SOS refuse chain set up to burner 
—all filing equipment—three sets of saws. 


Planing Mill 
Woods 412 6 x 15 planer with 10 knife 
top and bottom heads and double profile— 
excellent condition—Serial 30851—one extra 
set 6 knife top and bottom heads for planer 
includes shaft pulleys and bearings—one 2 
saw SOS trimmer—one Canadian trimmer— 
~—. built—used about one month—one 40 
x Phelps burner—mill includes head and 


Ridgeway, Colo. 


_— grinders, compressors, cyclone, Wilson 


dial Arm saw 5 HP, shav. fan, dust 
collecting system, gear reduction motors, 
transfer cha conveyor system, many elec- 
tric motors up to 150 HP—Also one interna- 
tional TD-18 crawler tractor W/winch and 
angle dozer, used hours since motor 
completely overhauled—new piston—sleeves 
and crank shaft—tracks need work—All 
ot per was installed new or in practi- 
cally new condition in 1954 and has been 
maintained—If weather permits prior in- 
spection 31% million feet excellent privately- 
owned Spruce stumpage will offered. 
For further information contact: 
Cimarron Lumber & Supply Co. 
4000 Main Street 
Kansas City, Missouri 


or 


Max Hood & Staff 
116 Harvard, S.E. 
Albuquerque, New Mexico 
Phone: CH 3-6967 


May be inspected before sale—Contact 
Charles Wolfe, Ridgeway, Colorado. 
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‘Have You Overlooked This?’’ 
manufacturers were carried 
issue of American Lumber- 

and are again listed with their 
inquiry numbers for your convenience. Use 
the Handy Cover Card for more information. 


Acme Steel Com 89 
Information of a | showing how major 
companies are using Acme Steel Strap- 


Allied Chemical Corp., Barrett Div. ... .. 122 
Barrett offers samples and full informa- 
tion on their line of protective coatings 
including sas Roof Coating and 
Roof Cem: 
Aluminium Limiied Sales, ie, sc cbaceckan 108 
36-page booklet, “Homeowners Guide to 
tter Living . +. with Aluminum,” 
available along with a copy of new 
Spring promotion kit. 
Amerinan Steel & Wire, Div. of 
U. S. Steel 
Offers merchandising kit on American 
Welded Wire anne. 
Berger & Sons, Cc. 99 
Write for pcneteie on Berger transits 
or levels. 
Black & Decker 129 
New B & D Merchandiser includes free 
any stand and two bonus blades. 
Certain-teed Products Corp. 124 
Get full details on Certain-teed’s new 
promotion featuring Color Tuned asphalt 
oes and insulating and asbestos 
sidin, 
Cohn-H 
Find out about '#SCF Floor rack that 
stocks 9 dozen panels of “Sculpture 
ao with a minimum of floor 


Continental Steel Co: 111 

Write for information on full line of 

roducts for farm and home including 
ontinental a agwre Fence. 


11 

isplay—practical, 

versatile and pena lg ours free with 
ot order of Corbin Guardian Lock- 


sets. 
Du Pont De Nemours and Co., E. I. ..... oe 
Get complete details on 2 the ‘money ak - 
ing opportunities of Du Pont “Lucite” 
house paint. 
Flintkote Co. 91 
Complete line of merchandising aids 
available—P.O.P. tile racks, New '60 
samplers, maintenance product display 
and colorful customer literature. 
Friden, ic. 32 
No-obligation, ten-minute demonstration of 
“The Thinking Machine of American 
Business” ava mst Write for details. 
year 
Use handy cover. ecard = a lete “in- 
formation about “Superba” 
tila flooring in 6-foot rae, 
as a r Division, Vega Industries, 


.103 
Get the details on the Big _ Heatilator 
Sales Success Sweepstakes 
Hertz Truck — gy 85 
“How to Get out of the Truck Business” 
—fact-filled Dopklet available. 
Insulation Institute 110 
Information about the Package Salesman 
Contest available upon request. Circle 
number ade = Lge d cover card. 
Linseed Oil Prod 
Offers the full ‘Profit story about their 
inishes for redwood. 


g. Co. . 86 
Dealers write for details on how to cut 
cost and improve aman of new 
panne with Malta “Town and Country” 

windows. 

Marlite Div. of Masonite Corp 

Learn about the featere idactite 
Random ag Ag ope my random- 
oie paneling that resists stains and 


Michiana. Products Co. 

Dealerships available for Michiana peta 
al purpose Safety Scaffold. Write for 
details and prices. 

National Mfg. 

Write tor free free catalog of National build. 

ers 
Parker Herdware Mfg. Corp., 113 

Hinges for every purpose. Write for com- 

re Ps td catalog. 

c 


r 
cover card to get the rr sto 
Gold Ply it sory 
ay wor 
info: 


tion uw s comuest. 
Sani tals Co. coekuan ae 
lies full information about “‘House 
a products and “Independence 


"Bales a aids plus information on 


to Inerense 10 
seed Swed ual oa gaa 


eowees LIT 





ADVERTISERS’ INDEX 





Allied Chemical Corp., 
Barrett Division 
Aluminum Co. of America 
American Bleached Shellac 
Manufacturers Assn. 
American Optical Co. 
American Sisalkraft Corp. 
American Telephone & Telegraph Co. ... 94 
Armstrong Cork Co. 


Barrett Divizion, 

Allied Chemical Corp. 
Bennett Mfg. Co., Richard C. 
Beverly Mfg. Co 
Bird & Son, Inc. 

Brown & Co., George C. 
Bruce Co., L. 


CARADCO, Inc. 
Columbia Mills, Inc., The 


Deniston Co., The 

DeVac, Inc. 

Dexter Lock Division, 
Dexter Industries, Inc. 

Diamond Expansion Bolt Co., 

Dicks-Armstrong~-Pontius, Inc. 

Dodge Div. of rege a 

Ductless Hood Co., ° 

Duncan-Morris Co. 

Duo-Fast 

Durham Co., Donald 


Erickson Power Lift Trucks, Inc. .. 


Fastener Corporation 

Flintkote Co., The , 
Flintkote Co., The, Orangeburg Div. .... 
Ford Div. of Ford Motor Co. ‘ 
Formica Corporation, Sub. of Cyanamid 61 


Georgia-Pacific 
Gerrard & Company, A. J. 


Hager & Sons veg ee Mfg. Co., 

Hines Lbr. ward 

Homasote Compan 4 

Hunter Douglas Aluminum Div., 
Bridgeport Brass C 

Hyster Company 


Independent Lock Co. 
iniate Steel Products C 
Insulation Board Institute 
Insulite Div. 
Minnesota & Ontario Paper Co. 


Kaiser Aluminum & 
Chemical Sales, Inc. 
Kennatrack Corp., 
Sub. of Ekco Products Co. 
Keystone Steel & Wire Co. 


Larsen Products C 

Libbe elbwanpeterd "Glass Co. 

Long-Bell Division, 
International Paper Co. 

Louver Manufacturing Co. 


Mack Trucks, Inc. 
Macklanbur, og Co. 


Maze Co., a 

Milwaukee Stamp ing Co. 
Minnesota Mining ond Mfg. ‘Co 
Minnesota Paints, Inc. 


O’Brien Corporation, The 
omens. tg. Co., 
Div. of ee & e 13 


Pacific Lbr. on, hale pikephdsscob cane 24- . 
Pickering Lobr. 

Pierce & atte 

Plastic Products 

Preway, Inc. 

Progress Mfg. 


Quaker State Metals Co. 


R-B Co., The 
Richards-Wilcox Mfg. Co. 
Ridge Tool Co., The 
Ruberoid Co., The 


Skil Corporation 

Smith Chemical Works, Inc., 
Spencer Kellogg and Sons., In 
Sterling Factories 

Structural Slate Co. 

Symons Clamp & Mfg. Co. 


Timber Engineering Co. 
TurneAeBore Equipment Co. 


Warp Stam 
Welsh * sy Cony. 
woe. 
Western Red Cedar Lumber ‘Assn. 


Zonolite Company 
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3 MILLION 


ROOF TRUSSES 


Cand be’ wrong 


. . for time proven perform- 
ance, there’s no equal to TECO 
Trussed Rafters built with 


TECO WEDGE- FIT Split Rings 


No metal or plywood gus- 
set plates needed. No 
nailing. One TECO ring 
equals 30 ten penny nails. 


No expensive presses or 
assembly jigs required. 
TECO rings automatically 
align truss members. 

No gluing or time con- 
suming curing. Trusses 
can be shop or job 


fabricated. 


Easy Shipping. Save up to 
80% in shipping space by 
shipping trusses knocked 
down or folded. 


SYctale Miceli 


IT’S FREE 


TIMBER ENGINEERING COMPANY 
1319 18th Street, N.W., Washington 6, D.C. 


Please send me free copy of your booklet 
“Design and Use of Teco Trussed Rafters.” 


Name 
Firm 


Street 


City one State 
AL-603 
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You cansell lasting teauly 
and EARN HIGH PROFITS with 


j orling Jactervics 
ALUMINUM PRODUCTS 


For the handy man here's an 
opportunity to have beauty and 
a cool home at savings up to 
60%. Sturdy aluminum awn- 
ing brackets by STERLING 
Factories come in several 
styles and a wide range 
of sizes to fit doors 
and windows. Easy 

to install, rust 

free. 




































Here's the real 
answer to inside or 
outside beauty and safe- 
ty with STERLING Fact- 
ories Anodized Aluminum 
Railing. Rust-proof, easily 
installed, they add value 
and charm to any home. 
Available in standard 
lengths or section- 
built to customer 
specifications. 















The very best in ornamental columns 

. . Sturdy construction, completely 
anodized. Engineered to meet the 
modern standards in aluminum de- 
sign. Available in either corner or 
fiat styles; several individual designs 
to choose from. 





Graceful beauty and 
added charm go hand 
in hand with STER- 
LING Factories orna- 
mental door grills. 
Available in a variety 
of classic designs. 
Completely anodized 
for lasting protection 
from outdoor expo- 
sure. Decorative cast 
. aluminum figures in 
true colors are also 
available. 





nN Rt Bn ART ct BOB - 
= A OEE te thc 


; 
; 
; 


s eeeetetietine ee 
eenneemenemeeienmemeeeeee one eee 
on eer newneme 














Write for catalogs and dealer price lists. 
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new LITERATURE 


Time-Saving Card—See Back Cover 


Do-It-Yourself Vacation Cabin. An ancient A-Frame design 
of a structure that is both attractive and simple enough for 
the average do-it-yourselfer to use is announced. Construction 
is said to be made easy by the use of plywood throughout. 
The cabin offers a main floor 24’ square and a bonus second 
floor providing 10’ x 24’ sleeping space. For free plans, write 
A-Frame Cabin, Georgia-Pacific Corp., Dept. AL, Equitable 
Bldg., Portland 4, Ore. 

Circle No. 222 on Handy Cover Card 


Duron Hardboard. Entitled “Duron Projects and Tech- 
niques,” a new 20-page, illustrated booklet is a handy guide 
to woodworking with hardboard. It explains what Duron is and 
offers storage, remodeling and fix-up ideas. A fold-out section 
outlines nailing, assembly and finishing procedures. U. S. Gyp- 
sum Co., Dept. AL-122, 300 W. Adams St., Chicago 6. 

Circle No. 223 on Handy Cover Card 


A new, 48-page booklet, “How to Build Profits by Control- 
ling Costs,” describes common business problems experienced 
by a typical small business owner. A step-by-step examination 
of record keeping, analysis of figures and the use of ratio as 
a means of comparing performance will show a reader how 
to work out a way to examine and control the costs of his 
business. Price is $1. The small handbook is published by Dun 
& Bradstreet’s Publications Div. Copies may be obtained by 
writing to P. O. Box 803, Dept. AL, Church Street Station, 
New York 8, N. Y. 

Circle No. 224 on Handy Cover Card 


“Don’t Take Chances with Your Roof” is the title of a new 
16-page illustrated booklet available free to roofing dealers and 
contractors. It tells homeowners how to spot conditions that 
indicate roof failure may be near. It also advises that “It takes 
a roof expert to interpret these danger signals and recommend 
the remedy.” Johns-Manville Sales Corp., Dept. AL, 22 E. 
40th St., New York 16, N. Y. 

Circle No. 225 on Handy Cover Card 


A new strip oak flooring Standard CS56-60, which became 
effective Jan. 4, 1960, now is available for 10¢. The publica- 
tion describes industry practices for bundling, inspection and 
measurement. Methods of grade-marking each bundle and 
certifying each shipment are fully explained. The appendix iists 
the latest manufacturers’ recommendations for preparing sub- 
floors and laying and surfacing strip flooring. For copies, 
write to the Superintendent of Documents, U. S Government 
Printing Office, Washington 25, D. C. 

Circle No. 226 on Handy Cover Card 


Packaging Dimension Lumber. A new “Ideas-in-Action Re- 
port” fully describes the method used by Cheney Forest Prod- 
ucts, Central Point, Ore., to package dimension lumber with 
steel strapping. The new method of handling dimension lum- 
ber, such as studs, has reduced carloading time substantially, 
it is said. Copies of the illustrated report (No. S3-5) may be 
obtained by writing to Acme Steel Co., Dept. AL, 135th St. 
& Perry Ave., Chicago 27. 
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McCracken Mod-U-Lift Boom. A new four-page brochure 
completely describes the mechanizing of loading and unloading 
lumber, plywood and wallboard in McCracken Modular Paks 
with Little Giant’s new McCracken Mod-U-Lift Boom lift 
truck attachment. It illustrates loading and unloading of lum- 
ber from railroad cars, trucks and also shows lumber being 
handled in yards. Specifications, prices and how-to-use data 
are included. Little Giant Products, Inc., Dept. AL, 1642 N. E. 
Adams St., Peoria, Il. 

Circle No. 228 on Handy Cover Card 


Two new booklets describe the advantages and applications 
of new Zonolite Water-Repellent Masonry Fill Insulation for 
brick cavity and concrete block walls. Liberally illustrated, the 
booklets include information and charts on the product’s ther- 
mal efficiency, estimated fuel and air conditioning savings, 
coverage tables, water-repellency oe and ease of in- 
stallation. Free copies of the bookets may be obtained by writ- 
ing to Zonolite Co., Dept. AL, 135 S. LaSalle St., Chicago 3. 
Circle No. 229 on Handy Cover Card 
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Triple Treaawre Program 


ALL OVER AMERICA 


(3 ta 


SMART PAINT DEALERS 


ARE FOLLOWING A NEW PATH TO PROFIT... AND PRIZES...WITH TAMMS 


Frankly, the results have astounded even us. 
But smart paint dealers have found that 
Tamms better profit margins, high-quality 
products, coupled with prizes, make handling 
Tamms paints a pleasure. 


NOT A CONTEST! 


This is not a contest—every participating 
dealer automatically earns big prize points 
and some lucky dealer will win an all-expense 
paid trip to Mexico City, for two. More im- 
portant, just by stocking and selling Stretch 
(Tamms superb latex paint); TVP (outstand- 


ing polyvinyl acetate paint for inside or out- 
side use); or Silatex (Tamms always-popular 
product that plasters and paints in one opera- 
tion) you automatically earn prize points that 
win you top quality merchandise! 


SO WHY DELAY! 


Get aboard today . . . learn about margins that 
give you real dollar volume on each unit sold 

.. and competitive prices that make Tamms 
paints attractive to your customers... while 
they ring the cash register for you! 


CLIP THE COUPON NOW! 


Thousands of prizes will be distributed. 
Be sure fo get yours. 
Details will be on their way 
to you immediately. 


Tamms Industries Co. 
228 North LaSalle Street 
Chicago 1, Illinois Dept. AL-560 a 


Dear Tamms: 
I want to get my share of your treasure. Send details 
today on how I can get aboard. 

0 tam currently a Tamms dealer. 





Slay Competitive... 
Use This Handy 
| Cover Card. . 


| 


| to get details fast on the latest new product 


sales aids, equipment and helpful literature. 





Fasiest to use - 


Keep the card folded out as you go through th 
magazine. Circle the numbers on items useful fo: 
your business. 





Mail the completed card and we will rush the 
inquiry to the manufacturer. No postage is re 
quired, 








| 
’ 
~~--- - es ~—— - - - s- —-.— — 2 ee 


August 15, 1960 


This card good until 


Advertised Products 


MAY 9, 196 





OC I don't handle Tamms now. 
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228 North LaSalle Street, Chicago 1, lilinois 
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Circle No. 86 on Handy Cover Card 


1 
14 
27 
40 
53 
566 
79 
92 
105 
118 
131 
144 


2 
15 
28 
4] 
54 
67 
80 
93 


3 
16 
29 
42 
55 
68 
81 
94 


4 
17 
30 
43 
56 
69 
82 
95 


5 
18 
31 
44 
57 
70 
83 
96 


6 
19 
32 
45 
58 
71 
84 
97 


7 
20 
33 
46 
59 
72 
85 
98 


8 
21 
34 
47 
60 
73 
86 
99 


106 107 108 109 110 111 112 
119 120 121 122 123 124 125 
132 133 134 135 136 137 138 


9 
22 
35 
48 
61 
74 
87 

100 
113 
126 
139 


10 
23 
36 
49 
62 
75 
88 
101 
114 
127 


1 
24 
37 
50 
63 
76 
89 
102 
115 
128 


12 
25 
38 
51 
64 
77 
90 
103 
116 
129 


140 141 142 


New Products, Sales Aids, Equipment, 


1 
2 
3! 


and Literature 


; 201 202 203 204 205 206 207 
| 214 215 216 217 218 219 220 
| 227 228 229 230 231 232 233 
| 240 241 242 243 244 245 246 
253 254 255 256 257 258 259 
266 267 268 269 270 271 272 
279 280 281 282 283 284 285 


208 209 210 211 212 213 
221 222 223 224 225 226 
234 235 236 237 238 239 
247 248 249 250 251 252 
260 261 262 263 264 265 
273 274 275 276 277 278 
286 287 288 289 290 291 
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Fold Out for 


New, Free 


Inquiry Card 


Here’s the handiest card yet — 


no turning back to find the card as 
you turn the pages. It’s always in 
front of you. 


covers both editorial and ads. 


just one inquiry brings you the 
latest facts from all manufacturers 
checked. 








FIRST CLASS 





Permit No. 777 
CHICAGO, ILL. 








No Postage Stamp Necessary 
if Mailed in the United States 
POSTAGE WILL BE PAID BY 
AMERICAN LUMBERMAN 
P. O. BOX 139 
NEW YORK 4, N. Y. 


BUSINESS REPLY CARD 

















In the 
PARENTS’ Magazine 9% 
Lu-Re-Co kitchen 


PREWAY 


pilt-I"° 


e}ge)aler= 


the Look of Luxuryt 
the Joy of 1) 


Functional Service 


eoeeeeeeeeeeeee eee ee © 0) ee 


Pid Bilt-Ins set you apart as someone special. And 
rightly so...for Preway Wallchef, Counterchef and Evectaire 
Ventilating Hood put the accent on YOU as a homemaker 
dedicated to beauty, functionalism and service beyond the 


commonplace. 


You'll find in Preway all of the convenience features you 
associate with modern built-in appliances...and you'll find 
Preway quality exceptionally deep. You can measure it best 
by the tremendous acceptance of Preway among the builders 


LU-RE-CO Home 
FEATURES PREWAY 


ff) Magnificent Preway 
Gold Star gas oven. 
2) Sculptured, Hi- Di- 
mensional design in 
Preway electric double 
oven. Preway auto- 
matic gas surface unit 
has*Burner with a Brain,” 
ramp control. [J Preway 
electric surface unit has 
ramp control, automatic, 
hi-speed features. [5) Pre- 
way Bilt-In Refrigerator- 
Freezer and Dishwasher 


COMMENDED BY AND are America’s No. ] 
ADVERTISED IN wifesavers. 
PARENTS MAGAZINE 


INC 1511 SECOND ST. NO. 
» WISCONSIN RAPIDS, WIS. 
® 


*A. G. A. Slogan 


ansnoesidte. 


of quality homes from coast-to-coast, as in the Lu-Re-Co 

ome. Of course, Preway does cost more — but, as you know 
— quality always does. Look for Preway Bilt-Ins, and write 
for a full color folder showing everything that Preway makes 
for the built-in kitchen in gas and electric appliances. 


PREWAY Inc. SINCE 1917 — Pioneer manufacturer of built-in waphioctes 
— wetace Uni elie tae Gok don 
ae AEMBER OF BRAND NAMES FOUNDATION. 
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